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THE NATIONAL NEWSPAPER OF MARKETING 


‘Mislabel' Seizures 
in FDA Drive Hit 99 


Restraint Order Halts =| hearing Aug. 17. 


Tootsie Roll Shipments | 


Pending Aug. 17 Hearing 


The move for a temporary re- 
straining order against Tootsie 
Rolls is believed to be the first 


lexercise of this major enforce- 


WASHINGTON, Aug. 11—Products | ment power by FDA since food 
of such prominent companies as labeling laws were passed. The 


Beech-Nut Life Savers, National 
Biscuit and Continental Baking 
were added to the list of govern- 
ment-seized goods as agents made 
more than 50 additional seizures 
this week in the Food & Drug Ad- 
ministration’s crackdown on food 
labeling. 

Since the drive got under way 
July 10, the number of seizures in 
all parts of the country now totals 
99. Actions have been particularly 
numerous in such fields as cereals, 
tea, spices, candy, and baked 


The latest compilation shows that 
FDA’s crackdown has expanded 
beyond short weight, to inconspic- 
uous labeling, a problem which has 
been under study by the Senate 
committee on consumer frauds, un- 
der the chairmanship of Sen. Phil- 
ip Hart (D., Mich.). 


s Two companies which have 
been particularly hard hit, ac- 
cording to FDA summaries, are 
Sweets Corp. of America, for 
Tootsie Rolls, and Quaker Oats, 
for Puffed Rice and Puffed Wheat. 
One seizure of Tootsie Rolls was 
made late last week at National 
Tea Co., Chicago. Early this week 
FDA followed this seizure by ob- 


injunction power is an alternative 


Quaker Oats controversy. 


# FDA told the court individual 

Tootsie Rolls were properly rela- 

beled when the size of the rolls 
(Continued on Page 85) 


Auto Makers Ads 
for ‘62s Set for 
September Blastoff 


Unmoved by Possibility 
of Labor Problems, Car 
Men Set Big Schedules 


Detroit, Aug. 11—Automobile 
manufacturers, seemingly confi- 
dent there will be no strike in 
September to delay introduction 
of 1962 models, are filling out the 
media lists for their new car an- 
nouncement ads. 

Although the air is turbulent 
with talk of a strike, observers be- 


taining a temporary restraining 
order from the federal district | 
court in Newark which _stops| 
Sweets Corp. from shipping any | 
mislabeled products, pending a} 


lieve a settlement will be reached 
before current United Auto Work- 
ers contracts expire. The UAW 
contracts with Ford, General Mo- 
(Continued on Page 85) 


Revised SEC Ad Rule Says Investment 
Counselors Must List Good, Bad Tips 


Big-Type Disclaimer 
of Implications Also 
Must Appear in Ads 


WasuHincTon, Aug. 9—The Se- 
curities & Exchange Commission 
today solicited comments on a 
toned-down version of a proposed 
regulation which curbs the kind of 
ad claims that may be made by 
investment counselors. 

A draft which had been cir- 
culated last April drew protests 
from many industry members, 
who said the SEC proposals were 
so strict that they might even pre- 
vent disclosure of truthful infor- 
mation about their services. 

The commission was particular- 
ly concerned about promotional 
materials which stress the riehes 
which have come to those who 
took the counselor’s advice. In its 
original proposal, SEC circulated 
a regulation which would have 


there is full disclosure of the bad 
recommendations along with the 
good ones. 


a The proposals would cover ap- 
proximately 1,600 investment ad- 
visers, which currently constitute 
the only major segment of the 
promotional section of the invest- 
ment industry exempt from SEC 
regulation. Rules governing adver- 
tising by brokers, dealers, invest- 
ment companies and underwriters 
have been in effect since the early 
days of the commission. 

SEC said the new rules are re- 
garded as necessary because in- 
vestment counselors generally are 
required to adhere to a stricter 
standard of conduct than that ap- 
plicable to ordinary merchants. 

“Securities are ‘intricate’ mer- 
chandise,” the commission said, 
“and clients or prospective clients 
of investment advisers are fre- 
quently unskilled and unsophisti- 


banned the use of ads offering 
any testimonials or references to 
past successes (AA, April 10), 

In the face of strong protests, 
the new version eases this restric- 
tion. Under the revised plan, in- 
formation about past recommen- 
dations can be offered, provided 


cated in investment matters.” 
Lack of regulation of invest- 
|ment counselors had been heavily 
|eriticized early this year by Presi- 
|dential adviser James M. Landis, 
who said many investment coun- 
_selors have morals “not exceed- 
(Continued on Page 86) 


to multiple seizures, the process |" 
which FDA has been using in the |& 


“ 


PLAY BALL—Larus Bro. Co. is repeat- 
ing its House of Edgeworth World 
Series contest this year. $40,000 in 
prizes will be awarded for comple- 
tion of a jingle. This ad will run in 
August and September issues of 
The Saturday Evening Post, Sun- 
day and This Week Magazine. 


Lever to Put 
$3,500,000 into 
Debut of Syrup 


Mrs. Butterworth’s Has 
2% Butter Content, Is 
Packed in Figurine Bottle 


New YorK, Aug. 11—Lever 
Bros. will go national this month 
with Mrs. Butterworth’s syrup, a 
mapley-flavored syrup with a 2% 
butter content. 

Lever has set a $3,500,000 ad 
budget for the national introduc- 
tion. Advertising will begin in the 
last week of August, with J. Wal- 
ter Thompson Co. handling the 
drive. 

Lever, which has trouble enough 
competing against Procter & Gam- 
ble, will be taking on General 
Foods Corp. with Mrs. Butter- 
worth’s syrup. GF has the top 

(Continued on Page 86) 


A 
| Without Fluoride Brand 


Enters Dentifrice Derby 


| Only Lever Among Major 
Toothpaste Makers Is 


| New York, Aug. 10—In denti- 
| frices, the magic words used to be 
|“ammoniated” and “chlorophyll” 
and “anti-enzyme.” This year the 
key to sales seems to be “fluoride.” 


Item: Colgate-Palmolive has just 
announced it is market testing a 
new stannous fluoride toothpaste 
called Cue in Texas and New Or- 
leans. 

Item: Bristol-Myers two weeks 
ago clarioned a “new” Ipana 
boasting not only hexachloro- 
phene, but sodium fluoride as 
well. 


Item: Procter & Gamble, a pow- 


Tired of Liquid Diet? 
Rejoice; Metrecal 
Waters Are on Way 


EVANSVILLE, IND., Aug. 11—Ed- 
ward Dalton Co. division of Mead 
Johnson & Co. will introduce into 
national distribution in September 
the first solid food addition to the 
Metrecal line of products, Metre- 
cal Wafers, as well as a new quart- 
size can of Metrecal liquid. 

Heavy television and consumer 
magazine advertising will be used 
to launch the two new products. 

Nine of the spice-flavored Met- 
recal wafers will be promoted as 
the nutritional equivalent of one 
8 oz. glass of Metrecal liquid, a 
225-calorie meal. In appropriate 
quantities the wafers can be used 
with water or other liquid as a 
total diet, for one or two meals 
daily or in combination with Met- 
recal liquid. 

The wafers will be available in 
packages containing 36, wrapped 
in four cellophane “sleeves.” 

Kenyon & Eckhardt, New York, 
jis the agency. + 


geles. The resignations came as a 


Last Minute News Flashes 


Mogge., 2 Execs Depart Atherton Mogge for Wade 
Los ANGELEs, Aug. 11—Atherton Mogge Privett Inc. has lost its 
president, two other executives and an undetermined number of ac- 
counts this week, following the resignation of Norton Mogge, Tom 
Scholts, vp, and Luther Myhro, art director. Simultaneously the trio an- 
nounced that effective Sept. 1 they will join Wade Advertising hfre, 
Mr. Mogge as senior vp, Mr. Scholts as account supervisor, and Mr. 
Myhro as assistant to both. Moving to Wade also will be Barbara Ann 
Baking Co. and also, reportedly, Seven-Up Bottling Co. of Los An- 


surprise to Mr. Mogge’s colleagues 


at Atherton Mogge. Jack Privett, vp and secretary-treasurer, a partner 
of Mr. Mogge since 1947, said the agency will change its name to 
Atherton-Privett as of Aug. 31. Referring to Mr. Mogge’s departure, 
he said, “We only found out about it yesterday.” He added that he 
didn’t know how the hegira would affect his client list. 


Gordon Baking to Go to Grant Nov. 10 from Ayer 


Detroit, Aug. 11—Gordon Baking Co., maker of Silvercup bread, 
will switch its account Nov. 10 to Grant Advertising, Chicago, from 


|N. W. Ayer & Son, New York, which picked up the account just six 
| months ago (AA, Feb. 13). This will be the sixth agency change in 


| seven years for Gordon, which has 


approved an ad budget of $500,000. 


‘Renault Canada Switches to Grey from Crombie 


}erhouse in the dentifrice business 
with a 45% share of a $235,000,000 
retail market, has seen its fluoride 
label, Crest, more than double its 
sales in a year. 

Only Lever Bros., among the top 
four companies, is now without a 
fluoride brand in the market. 


s Colgate, whose Gardol is still 
the single best-seller in the field, 
though now by the slimmest of 
margins, said Cue would be 
boosted by television spots and 
cut-ins and newspaper space 
through D’Arcy Advertising. A 
Cue cartoon stuffer aimed at 
mothers tells of “the new stannous 
fluoride toothpaste with the happy 
new taste for kids who don’t like 
to brush their teeth.” It calls 
stannous fluoride “the famous 
cavity fighting ingredient you’ve 
heard so much about” and claims 
“no other toothpaste gives you 
more stannous fluoride.” 

For Colgate, Cue represents a 
re-entry into the fluoride field. In 
1955 it launched Brisk, a sodium 


(Continued on Page 86) 


$5,000,000 in GF 
Billing Shifted to 
FC&B N.Y. Office 


General Foods Also 
Reassigns Open Pit 
Unit from Y&R to Ogilvy 


Cuicaco, Aug. 9—The Perkins- 
S.0.S. division of General Foods 
Corp., which will move next year 
from Chicago to GF headquarters 
in White Plains, N. Y., will transfer 
more than $5,000,000 in billings 
from the Chicago office of Foote, 
Cone & Belding to FC&B’s New 
York office, and will switch its 
Open Pit barbecue sauce account 
from Young & Rubicam, Chicago, to 
Ogilvy, Benson & Mather, New 
York. 

Both the billings transfer and the 
agency switch will become effec- 
tive after Jan. 1. General Foods re- 
portedly changed agencies because 
it wanted to give more business to 
Ogilvy, which also handles Max- 
well House coffee. 


s General Foods purchased Open 
Pit Food Sales Co. last September, 
and started national advertising for 
the barbecue sauce last April. Open 
Pit billings have been estimated 
at about $750,000. Young & Rubi- 
cam, which picked up Open Pit 
last fall, is one of General Foods’ 
two largest agencies, along with 
Benton & Bowles. 

Among the Perkins division 
products moving from Chicago 
to New York are S.OS. scouring 
| pads, Kool-Aid, Good Seasons sal- 
lad dressing mix and Kool-Pops. 
FC&B has not yet determined 


MonTreEaL, Aug. 11--Automobiles Renault Canada has switched its |the extent or exact nature of the 


advertising from Crombie Advertising to Grey Advertising. 
( Additional News Flashes on Page 85) 


|personnel shifts which will be in- 
in the account transfer. 


| volved 
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Autolite Narrows 
Contenders for 
Its Account to 3 


Billing on Prestolite 
May Be as Low as 
$250,000: Wonacott 


ToLepo, Aug. 9—Electric Auto- 
lite Co., trapped in a “conflict of 
interest” situation, will dissolve the 
conflict in September by switching 
its account from Batten, Barton, 
Durstine & Osborn to another agen- 
cy. 
Eari F. Wonacott, new corporate 
advertising manager of the com- 
pany (AA, July 17), said Electric 
Autolite is forced to move the ac- 
count because BBDO aiso is han- 
dling the competitive Motorcraft 
division of Ford Motor Co. Both 
accounts are in BBDO’s Detroit of- 
fice. 

Mr. Wonacott said Electric Au- 
tolite has narrowed the field to 
three agencies from. an initial list 
of 14. He said presentations will 
be made the final week of August, 
and the decision will follow shortly 
after Labor Day. 

Although he would not reveal 
the identity of the three finalists, it 
is believed that two are located in 
Detroit and one in Cleveland. The 
14 agencies that answered the 
original questionnaire reportedly 
were in all parts of the country. 

The ad budget, according to Mr. 
Wonacott, will depend on some 
management decisions still forth- 
coming, but he added that it “could 
go as low as $250,000.” 


= BBDO appears to have been 
caught in the middle in this year’s 
transaction between Ford and the 
Toledo electrical manufacturer. 
Here is the background: 

BBDO took over the Electric Au- 
tolite account in January, when it 
moved from Grant Advertising. 
At the time, the company was deep 
in the automotive aftermarket, 
selling replacement batteries, spark 
plugs and other electrical equip- 
ment. 

In April, Ford bought the Auto- 
lite trade name, distribution rights 
and sales organization, plus two 
manufacturing plants, for $28,000,- 
000 (AA, April 17). At the time, 
the Autolite account was estimated 
at $3,000,000-plus, with more than 
75% of the billings covering the 
replacement business that Ford 
bought. 

The transaction meant that 
BBDO suddenly found itself work- 
ing for Ford Motor Co., as well as 
Electric Autolite. One of the prop- 
erties Ford picked up in the deal 
was the ABC-TV show, “The Rac- 
ers,” scheduled to begin in Octo- 
ber. 


s Ford set up a new division, still 
to be named officially, but tenta- 
tively carrying the Motorcraft des- 
ignation, to absorb the new ac- 
quisition. BBDO, because it al- 
ready was handling the Autolite 
consumer advertising, became the 
Motorcraft agency. 

The industrial advertising is the 
part that will move in September. 
Electric Autolite currently is an 
original equipment manufacturer, 


supplying electrical, aircraft and | 


industrial components to other 
manufacturers. 

But, according to Mr. Wonacott, 
the firm’s plans call for all-out 
promotion of the Prestolite brand 
name on the aftermarket. The size 


of the ad budget will depend on | 


Prestolite activities. 


s At the moment, Electric Auto- 
lite is faced with the task of build- 
ing a new sales organization to 
handle Prestolite products. Presto- 
lite brand has been in existence 


| since 1915 (formerly Prest-O- 


lowing the Ford purchase. 
| Thus, the agency to be named 


'in September will handle both in- | 


dustrial and consumer advertising 
for Electric Autolite. + 


Smith, Kline Sets 
Bow for Contac Cold 
Remedy via FC&B 


PHILADELPHIA, Aug. 10—Dris- 
tan, look to your laurels! Contac 
is on the way from Smith, Kline 
& French Laboratories, one of the 
nation’s leading producers of ethi- 
cal drugs. 

Smith, Kline & French will 
make its debut in the proprietary 
drug market this fall when it in- 
troduces Contac, a new sinus and 
head-cold remedy. 

The Philadelphia ethical drug 
house is keeping the wraps on this 
product “for competitive reasons.” 
Its chemical content has not been 
revealed and there is no news of 
the copy appeal that will be used. 

However, the company has stat- 
ed that Contac is a cold remedy 
with a “major advantage” over 
other products. 


@ ADVERTISING AGE was told today 
that contrary to practice in the 
drug field, Contac has not been 
placed in test markets. Instead, the 
company plans to introduce it na- 
tionally from the start. 

Smith, Kline & French plans to 
be using television, newspapers, 
and magazines to launch Contac, 
indicating that it is prepared for 
a multi-million-dollar campaign. 
Advertising has been assigned to 
Foote, Cone & Belding, New York, 
where A. J. Becker is supervising 
the account. 


s Smith, Kline & French has set 
up a new company, Menley & 
James Laboratories, to market 
Contac. This is the name that will 
appear on the package and in ad- 
vertising. The SK&F name will not 
be mentioned in connection with 
the product. 

In practice, however, Menley & 
James is operating as the propri- 
etary department of the marketing 
division of the company. Thomas 
Rauch, Smith, Kline’s marketing 
vp, is president of Menley & James. 
Peter Godfrey, another Smith, 
Kline executive, is vp of the new 
subsidiary. 

If Contac is successful, Smith, 
Kline presumably will market 
other proprietaries. + 


Lite), and is one of the properties | 
| that Electric Autolite retained fol- | 


| NEW-— from the Parker people 
A “convertible” fountain pen 
with a 14x gold point 


The BIGE...New pen from Eversharp 


1. Lead @ with a cartridge 
2 or fill tt from an ink bottle 


. The cartridge pen that 


Specie! Back-to School Offer until Oct | 5 


Coupon for Prev Comcerter 5) vaine 


CONVERTIBLES—Parker Pen Co., Janesville, Wis., will use ads like this 

to promote two new ink cartridge pens which can be converted to 

fountain pens (AA, Aug. 7). The Parker 45 ad breaks in the Aug. 

29 Look, with ads following in Look and The Saturday Evening 

Post. The Eversharp Big-E ad is slated for the Sept. 1 Life. Leo 
Burnett Co. is the agency. 


‘6l-'62 Outlook for Spot Radio, TV Is 
Favorable, Bolling Survey Indicates 


| in each city. 
i. Three Leo Burnett Co. clients 
| were among those considering the 
juse of extended breaks for fall. 
se9 | These were Marlboro and Alpine 
New York, Aug. 9—The 1961-’62 | * : 
fall-winter outlook for spot radio | cigarets and Star-Kist tuna. — 
and tv business looks favorable: | Star beer, through Glenn Adver- 
e Of a cross section of 225 major | “sing, may Ws ~ eafgeoee Mtg = 
national and regional accounts, | pel Be Bhar fot yn ng a 4) 
- ay he geval —_ —, | Others who Le be ppnapeets ae 
levels; 17 will cut back their ex. | Clongated Ris spats: eng 
penditures. 


Roundup Shows Some 
Agencies Plan to Use 
Longer Station Breaks 


| field Oil Corp. (Hixson & Jorgen- 


use radio only; 46 will use both. | (Ted Bates & Co.), which likes the 
e Little more than a handful of|idea of longer spots, but not the 
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General Mills Polls 
Pooches on Its New 
Surechamp Dog Food 


MINNEAPOLIS, Aug. 10—Canine 
consumers verified ad claims in 
advance of a campaign for Sure- 
champ Meal Ticket, the new dog 
food General Mills is introducing 
this summer on the West Coast. 

Pooches in seven cities strate- 
gically located throughout the 
market voted so favorably, the 
company and Tatham-Laird, its 
agency for pet foods, will be using 
the story as a central theme for 
advertising throughout the year. 

Meal Ticket is a dry dog food, 
which, the company says, combines 
ingredients, cooking texture and a 
new roll shape to enhance flavor 
appeal. 

Introduced June 1, it is replac- 
ing previous Surechamp products 
on grocers’ shelves. 


® Advertising broke in mid-July. 
Large-size b&w ads have been 
appearing in about 35 daily news- 
papers, supported by insertions in 
Metro and Puck—the Comic Week- 
ly Sunday comics sections. There 
are to be ads in Sunset Magazine 
and West Coast editions of Family 
Circle and possibly other similar 
magazines. 

Here’s how the “poodle poll” 
project unfolded, according to Jim 
Lindsey, product ad manager for 
pet foods at General Mills. 

The claim “two out of three 
dogs switched to new Surechamp 
Meal Ticket” evolved from kennel 
tests at General Mills’ pet re- 
search center in Indianola, Ia. 

Working with local newspapers 
and with obedience clubs and sim- 
ilar organizations of dog owners, 
General Mills arranged April tests 


é sen), S&W Fine Foods (Doyle Dane | 
e Of spot advertisers surveyed,|Bernbach), Laura Scudder potato 
104 will use tv exclusively; 78 will | chips (DDB), and Domino sugar | 


companies—about 10 in the group 
surveyed—were thinking in terms 
of using new 40-second tv breaks. 


s These were highlights of a spot 
buying patterns survey released to- 
day by the Bolling Co., radio-tv 
station representative. Data were 
obtained by the rep’s salesmen 
| from agencies in Atlanta, Boston, 
Chicago, Dallas, Denver, Detroit, 
| Kansas City, Los Angeles, Mem- 
phis, Minneapolis, New York, Phil- 
jadelphia, San Francisco and St. 
| Louis. 
| The city-by-city report showed 
| (in many cases) name of client, 


Allen-Klapp Names Thompson agency, product, start and length 

Allen-Klapp Co. has named of campaign, number of markets 
John R. Thompson manager of its| and type of spot. Some budgets 
Detroit office. He replaces William | were listed. There was an outlook 


Conner, transferred to Chicago. 


/summary from Bolling executives 


| price. 

Compton Advertising has read- 
ied copy for 30s and 40s for two 
| Procter & Gamble products—Dun- 
|/can Hines and Duz. 


= From Frank Cason in Atlanta 
came this summary of spot busi- 
|ness prospects: “One trend is ap- 
| parent for the upcoming fall sea- 
|son—the use of television only in 
| major markets and heavier use of 
_Tadio in medium and small mar- 
| kets. The reasons: (1) Increase of 
itv cost in major markets; (2) 
| flexibility of radio, low cost, abili- 
ity to pinpoint a specific audience. 


“The chief reaction evident con-| | 
cerning extended breaks is an al-| 


most unanimous fear of triple 
spotting. Local sales managers and 
(Continued on Page 12) 


Simon C. Gershey, vp of sales, Bulova 
Watch Co., says constant promotion of 
items ‘“‘foreign"™ to the traditional line 
of the retail jeweler has blurred the 
jeweler’s merchandising image in the 
eyes of the public. 


Walgreen Co. declares war on cut rate 
AS Page 6 


Green Giant Co. returns to television after 
a six year absence. ............................Page 8 


Samuel I. Newhouse purchases the Oregon 
Journal for more than $8,000,000. Page 10 


| Florida Citrus Commission delays hear- 
| img presentations by agencies 30 
ne 


| Robert E. Kahl, formerly exec vp of mar- 
| keting, sales and distribution, Borden 
| Foods Co., is appointed head of a new- 
ly-formed corporate marketing services 

department of Borden Co. ....... Page 31 


| Arthar T. McIntosh & Co. runs a newspa- 
per campaign featuring $50,000-and-up 


homes to sell a community. ........Page 32 
Coca-Cola Co. will launch a “Coke 
and Burger’ promotion in Septem- 
ber. “ a Page 36 


C. J. Laurin, president of the Periodical 
Press Assn., says there has been a great 
deal of misunderstanding in the U.S. 
about the recommendations of the Ro- 
yal Commission on Publications. Page 47 


ee Page 4 


Advertising Council sets campaign to pro- 
mote U.S. market data. .............. Page 50 | 


Peter G. Peterson, president of Bell & | 
Howell Co., believes tried and true mar- | 
keting methods may not be enough to) 
move “the coming log-jam in new) 


products.” 


| 

Broadcast Clearing House, proposed cen- 
tral billing organization for spot radio 
and spot tv, hopes to open for business 
by January or February. ............ Page 74) 


Kroehler Mfg. Co. sets a fall shinai) 
and merchandising campaign designed 
to r pture the c 
home furnishings. 


Federal C ications C issi ap- 
proves a complicated financial transac- 
tion which will enable two Rochester, 
N.Y. tv stations which currently share a 
channel to each have a channel of its 
own. Page 4 


"s interest in 
Page 82 


Committee for Improvement of Advertis- 
ing Content makes its facilities available 
on request on local problems of objec- 
tionable advertising. Page 89 


Texas AFL-CIO urges the state legislature 
to pass a gross receipts tax covering all 
advertising in newspapers, radio, tele- 
vision, outdoor, direct mail and circular 


Highlights of This Week's Issue 


name of American Automobile/El Auto- 
movil Americano to Automobile Inter- 
national/Automovil Internacional, effec- 
tive with its October issue, in an effort 
to bring the magazine in line with the 
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2 out of 3 dogs switched to New Surechamp Mea! Ticket 
in General Mills’ Keanel Tests 


—_—_— ——_ -—_ .. 
SEO GOARARTEE OFFERED 


= 


= 


CANINE CONSUMERS—General Mills 

is using newspaper ads like this 

featuring its poll of pooches in 
West Coast markets. 


in San Diego, Long Beach, Sacra- 
mento and San Jose, Cal.; Port- 
land, Ore.; and Seattle. There was 
also a re-check in Tucson. 

The tests were simple. A bowl 
of Meal Ticket and a bowl of an- 
other dry dog food chosen by the 
owner were set before each canine 
panelist. 

“We couldn’t duplicate our lab- 
oratory conditions, of course,” said 
Mr. Lindsey. “Some dogs weren’t 
hungry. Others were distracted by 
the presence of other dogs. We 
asked, however, that each dog get 


either a sniff or a taste of each 


| brand. Then the owner filled out a 
‘| ballot, indicating which food the 


16 _dog appeared to prefer.” 
72) 


aa | tails of an “Eat Good Guarantee” 


|coupon in every box of Meal Tick- 


The introductory ads give de- 


et. If the dog doesn’t enjoy his 
meal, his master is invited to send 
the coupon with a letter of ex- 
planation to Minneapolis. In re- 
turn he will receive a coupon good 


|for $1 toward purchase of any dry 
| dog food. # 
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Du Maurier Gets 
Market Tests of 
New Price, Pack 


LOUISVILLE, Ky., Aug. 8—Brown 
& Williamson Tobacco Corp. is 
testing Du Maurier filter tip with 
a new blend in two markets to 
decide whether the brand should 
remain a premium cigaret or go 
popular. 

The test markets are Columbus, 
where the brand is priced at the 
popular level, and Indianapolis, 
where it sells as a premium cigaret 
comparable to Philip Morris Inc.’s 
Benson & Hedges. 

B&W is using three newspapers 
for the test. They are the Colum- 
bus Dispatch and Indianapolis Star 
and News. All ads are 1,000 lines. 
The company also is using r.o.p. 
color for the first time, following 
the lead taken by the big names in 
the field. Prior to this test, which 
began at the start of the month, 
Brown & Williamson had mainly 
used magazine space for Du Mau- 
rier. 

The test had been “in the works” 
for several months. It will run for 
an indefinite period. 


® Bruce E. Crawford, account ex- 
ecutive at Du Maurier’s agency, 
Ted Bates & Co., said that the main 
idea behind the test is “to sell 
cigarets.” The package has been 
redesigned, and in place of the old 
flip-top box is a London slide case 
with twin-foil inner wraps. The 
package has an orange-red basic 
color, with the Du Maurier trade- 
mark in silver and black. 

The new slide case is printed by 
rotogravure on white hi-fi paper- 
board by Marathon, a division of 
American Can Co., Menasha, Wis. 

Mr. Crawford said the twin cam- 
paigns are being conducted to test 
response to the revamped brand. 
In the company’s thinking, the cig- 
aret represents a better design for 
the modern market, in terms of 
taste and package. 


s For both markets, copy pro- 
claims: 

“The luxury of a unique Turkish 
and domestic blend enriched with 
costly latakia, for a rich smooth- 
ness of taste no other cigaret can 
give you. The luxury of Du Mau- 
rier’s custom-recessed filter, to 
protect the full, clean flavor. The 
luxury of the London slide case, 
with two individually foil-wrapped 
packs of ten, to keep Du Maurier 
firm all day, fresh all day. Now 
the world’s largest selling luxury 
filter is at popular price.” 

But the headlines ring the 
changes. For the Columbus market, 
where Du Maurier shapes up as a 
popular-price item, the big print 
reads: “‘Never thought I could get 
so many smoking luxuries at a 
popular filter price.” 

In Indianapolis, the headline 
reads: “I took his advice and now 

_. if I couldn’t afford Du Maurier, 
I wouldn’t smoke at all.” + 


Losee Named AM Radio Head 
Wilmot H. (Bill) Losee has been 
named president of AM Radio 
Sales Co., New York. He previous- 
ly was general manager of the 
Westinghouse station representa- 


tion subsidiary. Donald H. McGan- 
non, president of Westinghouse 
Broadcasting Co., who had held 
the title of president of AM Radio | 
Sales, will become chairman of the | 


board. 


Mann Joins KITN, KITI 

Calvin H. Mann, formerly man- | 
ager of KVOS, Bellingham, has 
joined KITN, Olympia, and KITI, 
Centralia-Chehalis, Wash., as ad- 
vertising manager. At the same 
time, Philip A. Roewe has re- 
signed as station manager of KITI. 


2 
‘The husury of a unique Turkish and Dumesne Blend enriched with 
omy Lanna tore rine wee sinmee f tagte m0 ober 


duttearien 6 Custom rocmmned finer we ~ ee 
tect the full, clase favor, The husury of the “SS Leadon 


Side Came with tee tad tenly fol wrapped packs of ten te keap 
Fai day, frend all dary, Now, the worlds 


duttesrer tr 
verve! enllang <—B humury filter is at popsiar Slker price 


oe mm e mrccscames mite corner QA Re Mant of Gly a Rime Pec 


“ __1 took his advice and now... 


If I Couldn’t Afford 
du Maurier, 
I Wouldn't 


Luxurious Turkish and Domestic Mend ——eorched #6) om 
ey A rich mmoathnees of tuste no other emgure |: 


can gree you Custom Reveweed Fite, 

prance . duMserien siull clr ™~ Gaver 
London Slide ( ane — with wo undiwih |! a rappe 
packs of ton keeps duMourien firm, keeps duMour- freth You 
can | taelrewe the (- Mifference im smoking pleasure wants 
yeio try Gilearien ie 


wr cements lat cle Maw of ening te Toboewe Moctnets 


ee ssanees 


POPULAR OR PREMIUM—Brown & Williamson Tobacco Corp. rings the 
changes on the popular or premium theme with these otherwise 
identical test ads. 


‘Believe Me, This Is a Business All Its Own’... 


It's More Vital for Adman to Know 
Ads Than Client's Business: Bernbach 


It’s Not Strategy, but 
Sell, Agency Head Tells 
AA Creativity Workshop 


Cuicaco, Aug. 8—An advertiser 
should hire an agency because of 
its ability to persuade consumers 
through advertising, not because 
the agency is familiar with the 
advertiser’s business and industry, 
William Bernbach, president of 
Doyle Dane Bernbach Inc., main- 
tained here last week. 

Speaking at the closing session 
of the fourth annual Summer 
Workshop on Creativity in Ad- 
vertising, sponsored by ADVERTIS- 


Inc Ace (AA, Aug. 7), Mr. Bern- | 


bach asserted that the most brill- 
iant marketing plan ever devised 
won’t sell products if the advertis- 
ing doesn’t get through to poten- 
tial customers. 

“For the life of me, I can’t un- 
derstand why an advertiser can’t 
see the vast difference between a 
business strategy or plan, and the 
actual advertisements that per- 
suade the public,” Mr. Bernbach 
said. “If all he wants is people who 
know his business, why bother 


F&S&R ‘on Prowl!’ 
for New Business, 
Holden Tells Group 


New York, Aug. 9—Fuller & 
Smith & Ross is “on the prow! for 
new business,” especially in the 
package goods field, despite its 
limited experience in that area. 

William E. Holden, senior vp and 
manager of the agency’s New York 
office, confessed this to reporters 
and radio-tv men here today, fol- 
lowing a demonstration of a new 
research panel technique. 

Mr. Holden pointed out that 
F&S&R recently was named to han- 
dle four Lehn & Fink brands, win- 
ning over other agencies, including 
three incumbent Lehn & Fink 
shops with plenty of package goods 
experience. 


= Among the reasons the F&S&R 
executive advanced for feeling 
that more new business should be 
in the offing for his agency: 

1. Its adaptation of closed circuit 
tv to “focused group 
ing’ to provide insight into mar- 
keting problems. 

2. The development of a tech- 
nique for measuring the effective- 

(Continued on Page 93) 


interview- | 


about an agency at all? 


=» “How @an we ever know his 
business as well as he does? He 
spends virtually every waking 
hour at it. He breathes it. He sleeps 
it. All its nuances have become 
part of him. In fact it is this ardent 
devotion that is at the bottom of 
his success. How are you and I in 
the agency business going to match 
those years of virtually uninter- 
rupted concentration? How are we 
going to match the love—yes, I 
mean love—that he has lavished 
on his business and which has 
brought to him this deep under- 
standing that made him rise to the 
top? 

| “The answer is simply that we’re 
not going to match it,” Mr. Bern- 
bach said. “But that’s not what he 
should retain us for. What the ad- 
vertiser needs in an agency is peo- 
ple who know the advertising busi- 
ness, people who spend almost all 


(Continued on Page 88) 


L. A. Bottler Assigns 
Hires, Bireley’s to 
Cole, Fischer & Rogow 


| Los ANGELES, Aug. 8—Pepsi- 
| Cola Bottling Co. of Los Angeles, 
which two weeks ago named Bat- 
ten, Barton, Durstine & Osborn to 
| handle its Pepsi business, has ap- 
| pointed Cole, Fischer & Rogow Inc. 
|agency for Bireley’s soft drinks 
|and Hires root beer, also bottled 
by the company. 

In July, the bottler’s account 
| was resigned as unprofitable by 
| Young & Rubicam, and was later 
awarded to BBDO, agency for the 
|national Pepsi account as well as 
|for a string of other bottlers in 
| the U.S. 


The Bireley’s and Hires portion | 
| of the bottler’s business reported- | 


| ly accounted for less than $25,000 


with Pepsi-Cola. + 


\BBDO (Canada) Adds Fargo 
Chrysler Corp. has appointed 
Batten, Barton, Durstine & Osborn, 
Toronto, to handle advertising for 
Fargo trucks in Canada, effective 
with the 1962 selling season. 
BBDO already handles Dodge cars 
and trucks in Canada. The previ- 
ous Fargo agency is Grant Adver- 
tising, which continues to handle 
Canadian advertising for Chrysler, 
Plymouth and Valiant cars. 


in billings last year and was re-| 
jected by BBDO as conflicting | 


TV Specials, and CBS 
Focus on Regular Shows 


By Maurine Christopher 


NEw York, Aug. 8—The 1961- 
|’62 season will find hard-driving 
| American Broadcasting Co. emerg- 
|ing as a lusty competitor of Na- 
| tional Broadcasting Co. and Co- 
|lumbia Broadcasting System in the 
| programming and sale of specials 

In other years both NBC—orig- 
inator of the spectacular or spe- 
cial—and CBS generally have been 
{only too willing to shout about 
| their plans for dazzling specials. 
| Now their main attention is fo- 
cused on the week-in-and-week- 
out schedule rather than’ on the 
shrinking number of specs. 

The tipoff at CBS came several 
months ago when James T. Au- 
brey Jr., president of the net- 
work, decreed that 1961-’62 spe- 
cials should be programmed on a 
limited basis to protect the rating 
records of regular shows. In Feb- 
ruary the network assured ad- 
vertisers that future special pro- 
gramming “would be of a highly 
selective character, intended to 
enhance, rather than to diminish. 
the value of the time periods 
where regular programming may 
be displaced” (AA, Feb. 13). 


s Unlike CBS, NBC hasn’t pub- 
licly poured cold water on the idea 
of injecting excitement into the 
tv routine with occasional block- 
buster productions built around 
major events, little televised big 


KLM Airlines 
Shifts Account to 
Ogilvy fromEWRR 


Account Is Expected to 
Bill $1,500,000; ‘Twas 
Less at EWRR: Briggs 


New York, Aug. 9—Erwin Wa- 
sey, Ruthrauff & Ryan had trou- 
ble with the KLM Royal Dutch 
Airlines account almost from its 
appointment to handle the business 
four years ago. But that’s over now 
—the account has been switched to 
Ogilvy, Benson & Mather. 

KLM expects to bill $1,500,000 
with Ogilvy, although James B. 
Briggs, exec vp of EWRR, said to- 
day the account never had billed 
that much in the past. 

Reports that KLM was looking 
for a new shop circulated a month 
ago, following the departure from 
EWRR of the two top account men. 
Eugene A. Raven went to Foote, 
Cone & Belding to work on Trans 
World Airlines, and John Keavey 
went to Doyle Dane Bernbach to 
work on American Airlines. 

Queried at the time, Robert 
Murphy, ad manager of KLM, 
\flatly denied that presentations 
had been invited from agencies 
(AA, July 10). However, KLM 
|said today that agency presenta- 
tions were heard here last week. 


s The account change was an- 
nounced by KLM’s new president, 
E. H. van der Beugel, who stat- 
ed: “We have confidence that 
Ogilvy, Benson & Mather, an agen- 
cy noted for creative thinking, will 
inject a fresh new viewpoint in 
our advertising.” 

Current KLM advertising uses 
the theme, “It’s a treat to .go 

(Continued on Page 94) 
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ABC Will Offer Other Two Nets Strong 
Competition in the Field of Specials 


| 
NBC, Which Pioneered ("2mes, or off-beat, experimental 
concepts. But the network which 


|used to lead the industry in bally- 


hooing this type of attraction has 
| yet to put together a chart to show 
|what its specials schedule looks 
(Continued on Page 42) 


Woodhill Chemical 
Ads Push Consumer 


Suggestion Contest 


(CLEVELAND, Aug. 9—Woodhill 
Chemical Co. wants new product 
ideas, and the company is spon- 
soring its first consumer contest 
to get them. ; 

Woodhill, which * manufactures 
fix-it repair products under the 
| Duro-Plastic brand, has long been 
asking consumers to write and tell 
the company what they think of 
its products, and has been reward- 
ing these consumers with free 
products. Now, in an effort to pull 
in more ideas, the company has 
made a contest of it; this fall it 
will give away color tv and hi-fi 
sets, bicycles and transistor radios 
to 1,001 winners of a_ write-in 
competition. 

The October Popular Mechanics 
will carry a full-color inside back 
cover; the September Popular Sci- 
ence will carry an inside cover of 
a special section inside the maga- 
zine; the September Family Han- 
dyman will have an inside cover. 
Also, September and October is- 
sues of Good Housekeeping will 
carry 57-line ads. A number of 
business publications also will be 
used. 


s Woodhill is offering dealers a 
contest kit of counter display 
cards, entry blanks, window ban- 
ners and ad mats. About 30,000 
point of sale displays will be dis- 
tributed to dealers, the company 
said. More than 4,000,000 coupons 
for the displays will be circulated 
by Woodhill and its distributors. 

Since the company first began 
inviting consumer reaction to its 
products about 15 years ago, it has 
received “hundreds of thousands” 
of responses, the company said. 

Woodhill’s first big consumer 
product, a liquid aluminum prod- 
uct in a tube, drew enough letters 
| to suggest two other types of liq- 
| uid tube products, a liquid rubber 
and a liquid steel. 

Gerst, Sylvester & Walsh, Cleve- 
land, is the agency. + 


BUY BOTH AT YOUR GROCERS NOW! 


| NEW—Campbell Soup Co., Camden, 
N.J., ran this ad in the San Diego 
Evening Tribune to promote its 
two new soups, vegetable bean and 
turkey vegetable, which were in- 
troduced in Cleveland, Los Angeles 
and Pittsburgh areas nine months 
ago. Batten, Barton, Durstine & 
Osborn, New York, is the agency. 
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Cut-Price Selling of Appliances Blurs 


Jewelers’ Public Image, Gershey Says 


Loss of Believability 
of All Ads Is Peril, 
Bulova VP Warns Jewelers 


New York, Aug. 9—An execu- 
tive of Bulova Watch Co. told the 
Retail Jewelers of America con- 
vention yesterday that constant 
promotion of items “foreign” to the 
traditional line of the retail jewel- 
er has blurred the jeweler’s mer- 
chandising image in the eyes of the 
public. 

Simon C. Gershey, Bulova vp for 
sales, said that despite a sharp in- 
crease in U.S. population, retail 
jewelry stores are declining. 

“IT can recall a visit to a large 
midwestern city, not too long ago, 
and was astonished to find five ads 
by retail jewelers—none of which 


mentioned watches, jewelry or 
diamonds, while all of them fea- 
tured electrical appliances, with 
the greatest emphasis on price,” 
Mr. Gershey said. 

He said appliances originally 
were brought into jewelry stores 
to build traffic. They’ve accom- 
plished this purpose, he said. “Why 
wouldn’t they—when a jeweler 
selected an article like an electric 
iron of a well-known brand and 
advertised it practically at cost?” 


s But as jewelers added other 
“traffic-builders,” and advertised 
them, “the public image of a pres- 
tige store, selling quality merchan- 
dise, changed drastically,” he con- 
tinued. 

Mr. Gershey argued that ads cit- 


ing deep cuts from list prices and 


large pre-determined trade-in al- 
lowances also have undermined 
the jeweler’s position. 

“Ads lacking believability can 
quickly destroy the faith and con- 
fidence of the buying public in the 
validity of price tickets on all 
types of merchandise sold in a 
jewelry store,” he said. 

At the convention, Bulova con- 
ducted a survey which showed 
that more than one-third of the 
100 retail jewelers queried are 
planning to step up local advertis- 
ing to combat discount operations. 
The survey also reported that few 
jewelers plan to offer non-jewelry 
items to build traffic. 

The “second watch” will be a 
big factor in increased Christmas 
sales this season, the jewelers pre- 
dicted. Three-quarters of them 
forecast a rise in sales of 5% to 
10%; nearly one-fifth predicted a 
sales jump of as much as 20%; 
only 1.4% foresaw a drop in sales. 


a M. Fred Cartoun, chairman of 
Longines-Wittnauer Watch Co., 


Planning a promotion in the Pacific Northwest? 


Washington State’s Puget 
Sound Circle is a vital, grow- 
ing, concentrated market. In 
selling this market, your dis- 
tribution, sales, and merchan- 
dising forces cover both Seattle 
and Tacoma. Your advertis- 
ing must do the same. That 
means Tacoma is an essential 
buy on every Pacific North- 
west chedule! 


se) 


s 


Tacoma must be covered if you want full selling 
effectiveness in the Puget Sound Circle—biggest 


market north of San Francisco. 


Tacoma can be covered only by the Tacoma News 

Tribune—delivering 82.1%* coverage of the metro 
area. No outside daily (or combination) can provide you 
with merchandisable coverage in the Tacoma market. 


*Newspaper Rates and Data 


TACOMA NEWS TRIBUNE -—An “A” schedule must. 
Circulation now more than 86,000. 
Ask the man from Sawyer-Ferguson-Walker Company. 


TWO-SECOND FLIP—Here are the two 


advised the jewelers to emphasize 
the quality and value of more ex- 
pensive gold and diamond watch- 
es, which also can be promoted as 
fine pieces of jewelry. He didn’t 
offer much hope to jewelers who 
depend on inexpensive watches for 
their volume, because these types 
of timepieces are sold in more 
than 200,000 outlets, of which only 
18,000 to 26,000 are jewelers. 

Mr. Cartoun urged his listeners 
to explain the difference between 
inexpensive “costume jewelry” 
watches and watches of fine qual- 
ity and long life through aggres- 
sive advertising and in-store sales- 
manship. # 


Idaho Broadcasters Elect 
Duane Wolfe, manager of KCID, 
Caldwell, has been elected presi- 
dent of Idaho Broadcasters Assn. 
Other new officers are Don Thom- 
as, KRLC, Lewiston; Gloria Dil- 
lard, KBLI, Blackfoot; Mervin 
Ling, KAYT, Rupert; Jack Link, 


KIDO, Boise; and Georgia David- 
son, KTVD, Boise, all members of 
the board of directors. Henry 
| Fletcher, KSEI, Pocatello, has been 
elected vp, and Ed Brainerd, 
KORT, Grangeville, secretary- 
treasurer. 


Geidt Gets Marketing Post 

Inland Steel Container Co., Chi- 
cago, division of Inland Steel Co., 
|has appointed William E. Geidt 
manager of marketing. Mr. Geidt 
| was formerly assistant manager of 
| the sheet and strip steel sales di- 
| vision of Inland Steel Co. and pre- 


into a fresh pack... 


a5 rent a vow rome hs Pee 
Ate eat — 4 nn Gee omen 


this fast ! 


stew 


sides of the Minnesota Mining & 


Mfg. Co. ad showing how a tape seal can be applied to a cigar box 
“as fast as you turned this page.” 


3M Industrial Unit 
Promotes Tape as 


Cigar Box Closure 


St. Paut, Aug. 9—A two-stage 
business paper ad demonstrating 
one use of its gold metalized pres- 
sure sensitive tape—as a closure 
for Corina Lark cigars—has been 
developed by the industrial divi- 
sion of the Minnesota Mining & 
Mfg. Co. 

Described as a “before and after” 
unit, the first side invites the read- 
er to turn the page. It then ex- 
plains that the two seconds it took 
to turn the page is the amount of 
time it takes a 3M automatic ap- 
plicator to apply the tape. The 
first side shows a Corina Lark box 
in two colors, using a strobe photo. 
When the page is turned, the read- 
er sees a four-color photo of the 
box, showing the tape. 

The ad will appear in the Sep- 
tember and October issues of Mod- 
ern Packaging, October and De- 
cember issues of Consumer Pack- 
aging and the October issue of 
Package Engineering. 

‘Advertising Supervisor Gene 
Jordan said the piece will be used 
as a sales tool as well as an ad. 

Klau-Van Pietersom-Dunlap, 
Milwaukee and Chicago, has been 
the agency for the 3M division 
since January, ’61. # 


Fell Joins KH] 

Shirley Fell, formerly with Nor- 
man, Craig & Kummel, has joined 
station KHJ, Los Angeles, as busi- 


viously advertising manager. 


ness manager, a new post. 


YOU iM 


to 


W MOTHERS DO 


1 1961, GIFT PAX can sample you 
roduct to 3,200,060 new mothers. 


these new mothers right at 
»spital bedside, when the impact 


CONTROLLED PRODUCT SAMPLING 


y area you wish. Phone IVanho 
660, or write to ; 


Gitta ine 


25 Hempstead Gardens Drive 
_ West Hempstead, L. 1., N. 


19617 


NEW MOTHERS IN HOSPITALS 


¥. 
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THE MARTIN COMPANY 


found that, 
in the newsweekly field, 


NEWSWEEK REACHES 
INFLUENTIAL 
“PUBLICS” 

MOST EFFICIENTLY! 


The Martin Company, rockets and 
missiles manufacturer, in co-operation 


with Newsweek, recently completed 


its own marketing and readership 


study. Martin selected the influential 


THE MARTIN COMPANY 
groups to be surveyed. 


% COVERAGE| COST PER Pr ee 
(Base: 1,248) | MENTION * a re Newsweek 


NEWSWEEK 40.1 $15.60 left reconfirmed this fact: 


By industry’s own measure- 


U.S. NEWS & 311 16.35 
WORLD REPORT ' ment, Newsweek proves to 
be the most efficient news- 
TIME 53.8 21.28 : 
weekly in reaching the key © 
* derived by dividing each magazine’s number of ‘ 
mentions into its current black-and-white page rate decision-makers. 


Newsweek... by industry’s own measurements... the most efficient newsweekly 
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UNUSUAL TV TECHNIQUE—The camera was locked in place and drawings moved across in front of it for this tv test commercial for Hi-Health instant white sauce. 


7. : | which is being carried on WPTZ-|the spot was filmed by Sturgis- 
Hi-Health White ‘TV, Plattsburg, and WTEN, Al-|Grant. Mr. Nonas explained that 
| bany, consists of a series of draw-| he had used a tv adaptation of ajally. + 
|ings, flowing horizontally across| new technique for film stripping. 


Sauce TV Ads Get 
New ‘Pan’ Treatment | the screen without any frame lines. 


The technique is like a long pan of| = The campaign was launched in 

StamForp, N. Y., Aug. 9—Pros- the camera except the drawings | July with a page color ad in Life 
pect Enterprises is using a new art move across the camera, synchro-| in the test market area. Two other | Advertising, Milwaukee, has been 
technique for the tv commercials nized with voice, rather than the| ads are scheduled in Life, as well| appointed manager of sales devel- 
now running in upstate New York camera moving across the picture | as radio spots and newspaper ads.| opment of Bucyrus-Erie Co., Mil- 
If things go well in the four-to- | waukee, 


to introduce its Hi-Health instant strip. 


white sauce. Created by Elliott Nonas, vp of! five-week test 


drive, 


The one-minute commercial, de Garmo Inc., Hi-Health’s agency, Enterprises—a new name in ad-| ment. 


vertising—hopes to distribute Hi- 
Health instant white sauce nation- 


Bucyrus-Erie Names Martin 
Don W. Martin, formerly an ac- 
count executive of Bert S. Gittins 


manufacturer of heavy 
Prospect | construction and drilling equip- 


EDWARD PETRY & CO., National Representatives 


For two in love, particularly a client 
and an agency who are in love with sales, 
there’s a television station in Houston, 
Texas to light their way until 

eternity ... KPRC-TV, the starlit station 
that lights the way, forever. 


KPRC-TV. HOUSTON. 


FACTS ABOUT KPRC-TV DIAMONDS 
any one of the four basic gems in television's gamut, 
1.0., Chainbreak, Minute, or Program, you'll get clarity, 
brilliance and value on KPRC-TV. A trusted station 
representative is your best adviser. 


IS FOREVER 


Choose 


Walgreen Ads Tell 
Prices Competitive 


With Discounters’ 


Cuicaco, Aug. 9—Walgreen Co., 
the largest drug store chain in the 
U.S., has declared war on cut-rate 
sellers of drugs. 

In addition to a pledge from 
C. R. Walgreen Jr., president, that 
prescription prices in Walgreen 
stores will be reduced, the com- 
pany is conducting a nationwide 
ad campaign to convince the pub- 
lic that drug stores are the best 
places to buy drugs. 

Walgreen launched the ad push 
last month with a full page ad 
in the Chicago Tribune (AA, July 
24). The company will run quar- 
ter-page ads weekly in newspapers 
in many major markets and some 
radio spots in Chicago. The ads 
will be placed direct. 


® In answering the price challenge 
of mail order prescription compa- 
nies, discount houses, food stores 
and other new entries in the phar- 
macy field, Mr. Walgreen said, 
“Price is not the principal ingredi- 
ent of any prescription, but neither 
can its importance to customers be 
overlooked. 

“Walgreen prescription prices 
have always been under the av- 
erage, because we have always be- 
lieved in serving community health 
needs at minimum cost,” Mr. Wal- 
green said. “Now, we are proud to 
announce still further reductions 
in our prescription prices. We be- 
lieve that our prices today are as 
low as or lower than mail order 
prescription systems, or prescrip- 
tion clubs, or any other publicized 
discount operations anywhere. 
“But the point at issue is not 
simply price,” he said. “For our 
country’s traditional pharmacy 
service, via the neighborhood drug 
store or prescription shop, must 
not be lost to any community. It 
contributes a vital public health 
service that cannot be given by 
any mail order system or other im- 
personal, incomplete prescription 
dispensing plan.” 


s The Walgreen president warned 
that the “point at stake today is 
whether the pharmacist-in-every- 
community tradition is to be lost 
to the people of America because 
of price warring from sources pro- 
viding only partial pharmacy serv- 
ice. 

“Our answer is_ prescription 
prices as low or lower than any 
outside source—right in our neigh- 
borhood drug stores,” Mr. Wal- 
green said. + 


Marplan Names Dr. Lyness 

Dr. Paul Lyness has been ap- 
pointed senior research consultant 
of Marplan, research affiliate of 
Interpublic Inc., New York. Dr. 
Lyness has worked closely with 
Interpublic during the past year 
while he operated his own market 
consultant service. He was previ- 
ously president of Gallup & Robin- 
son, Princeton, N. J. 


Avalon Hill Names Mayhorne 
Kenneth E. Mayhorne, formerly 
of VanSant, Dugdale & Co., Balti- 
more, has been appointed advertis- 
ing manager of Avalon Hill Co., 
Baltimore, game publisher and 


manufacturer. 
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Green Giant's 
Back in TV After 


6-Year Hiatus 


Le Sueur, MrInn., Aug. 9—After 
an absence of about six years, | 
Green Giant Co. will return this) 
fall to both network and spot tele- | 
vision. 

The food company will buy par-| 


ticipations on two NBC daytime | HELPERS— Green Giant, the familiar | what its outlays in advertising will | 
shows starting in September— | ‘rade character, holds in his palm | be in the coming season, but, ac-| 
“The Loretta Young Show” (Tues- | the two new helpers who will ap-| cording to published measured | 
days, 2:30 p.m., EST) and “From pear in tv commercials for Green| media sources, the company spent | , 
$2,035,877 in 1960, of which $1,-| TRUCK OFFER—This color spread in Better Homes & Gardens and Life 


ple Are Funny.” At that time it | 
also used spot tv. 

The tv commercials will be hu- 
morous, introducing a light touch 
with two little cartoon helpers for 
the company’s trade character, the 
green giant. 


® The company said that while it 
has increased its budget slightly to 
accommodate the tv expenditure, 
it will also cut into its spending in 
other media, primarily magazines, 
to pay for its television spending. 
The company declined to say what | 
it has budgeted in the past or 
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dase The Green Giant hurries his 
oe ter Sy new crpoutofibetild 


So bis vegetables woul lose any of 


Cire en GAN ov seapfoe e pntee 


Special Offer coe cams arm Trak 
Only 2° Sa 


| tising for the new selling season 


These Roots” (Thursdays, 3:30 | Giant Co. this fall. 
p.m., EST). 192,778 went into magazines, the| will offer a Green Giant toy farm truck as a , 
Green Giant will also use spots | television scene as a sponsor both | remainder into newspapers. The | us aimee 
in 39 markets. ‘of the Art Linkletter daytime | company also makes extensive use chandising material. 
Green Giant was last on the show and of the nighttime “Peo-|of point of sale and other mer-| The company’s magazine adver- 


Flint-Bay City-Saginaw moves into the top 40 
(in actual TV homes delivered) 


New market? Not really. Only in the sense that when 
Flint and Bay City-Saginaw (two long-established 
TV markets) were combined, they formed one large 
Eastern Michigan market. And this moved the 
market up among the nation’s top 40.* It’s now in 
the same neighborhood as Providence, Charlotte 
and Denver. 

It’s top 40 in terms of actual homes delivered, 
too: people watching television, not just set owners. 

And it’s so easy for you to reach them. For nearly 


all the viewers in these three heavily populated 
cities get their television from within the market 
area—on stations, such as WJRT, which have City- 
Grade service to all three. 

If you’d like more information on the big move, 
the big market and how big we are in it, just call 
Harrington, Righter & Parsons, Inc. Offices in 
New York, Chicago, Detroit, Boston, Atlanta, Los 
Angeles and San Francisco. 

*Based on ARB Reports— March, 1960 (Sun.-Sat., 6-10 p.m.) 


will get under way in September 
with page ads in Life and The 
New Yorker. In October, a spread 
in Better Homes & Gardens and 
Life will offer a 14” Green Giant 
farm truck for two can labels and 
$2.50. In the past, the company 
has offered as premiums an Itali- 
an espresso coffee maker and a 
Hibachi charcoal grill. 

Leo Burnett Co., Chicago, is the 
Green Giant agency. + 


MacManus Promotes Blahna; 
Hires Richard Neice 

Lyle Blahna has been assigned 
new duties as head of the media 


Lyle Blahna Richard Neice 


department of MacManus, John & 
| Adams, Bloomfield Hills, Mich., 
under Robert E. Britton, senior vp 
|} and executive director of market- 
ing and media services. Mr. Blahna 
will continue to head the market- 
ing, research and merchandising 
| departments as well as media. 
The agency also has named Rich- 
| ard G. Neice, formerly a media 
| buyer with Leo Burnett Co., Chi- 
cago, media director of its Minnea- 
| polis office. 


Gulf Cuts Outdoor: FRC&H Out 
| Gulf Oil Corp., Pittsburgh, and 
| Fletcher Richards, Calkins & Hol- 
| den, New York, its agency for out- 
| door advertising, have agreed to 
terminate their 28-year association, 
| oteeative Oct. 31. In July (AA, 
| July 31), when Gulf switched its 
| TBA division from Young & Rubi- 
|\cam to Erwin Wasey, Ruthrauff 
& Ryan, Gulf denied a report that 
the Richards agency would lose its 
portion of the account. Gulf said 
last week that its outdoor adver- 
tising program has been reduced 
below the point where the use of 
a special agency is justified. 


‘Sioux City Journal’ Names 
Sotherland General Manager 
Walter E. Sotherland, formerly 
advertising director, has been ap- 
pointed general manager of the 
Sioux City Journal. At the same 
time, Clyde R. Van Dyke, formerly 
| assistant advertising director, has 
|been named to succeed Mr. Soth- 
erland as advertising director. 


Hughes to ‘Flower & Garden’ 

William Hughes has been ap- 
| pointed Ohio, West Virginia, west- 
/ern New York and western Penn- 
|sylvania representative of Flower 
'& Garden and Flower & Garden 
| Merchandiser, Kansas City, Mo. 
|Mr. Hughes is headquartered in 
Cleveland. 
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Not just “readers”-but 


Today, the real test of a maga- 
zine’s ability to produce sales is 
not “how many” people it covers 
but “which ones,” and at “what 
cost.” This helps explain why so 
many national advertisers are 
selecting “U.S.News & World 
Report” to spearhead their selling 
campaigns. 


: THE 
STE COMPLETE 
World Report BRU Sea uatat 


No other news magazine (and no 
other magazine with more than 
1,000,000 circulation) can match its concentration of 
managerial people in business, industry, government and 
the professions. Nor its concentration of upper-income 
families. Nor its cost efficiency in covering these important 
people. And these are people whose responsibilities and 
incomes reflect today’s most active business and personal 
buying power. 


This unique customer strength of “USN&WR” is easy to 
explain. After all, it is the only magazine in America that 
devotes all its content to the important news these people 
need and use in shaping their plans and decisions. 


And on the basis of such values as these, more and more 
leading advertisers consider “USN&WR” to be 


... the most important magazine of all 


qualified custom 


sa ee 


ers* 


* For example—customers like these: 


Recent research shows how advertisers are getting 
more relevant coverage for every dollar they spend 
in “USN&WR” than in any other news magazine. . . 


Managerial 11% more 
Professional 15% more 
$7,500 or more Income families 19% more 
$10,000 or more Income families ....26% more 
$15,000 or more Income families .... 81% more 


This helps explain why... 


.. . they’re getting more of their actual customers 
for the same advertising dollar in “USN&WR.” 
Here are some illustrations: 


New car buyers 
Corporate stock buyers 
Vacation travelers 
Business travelers 

Car renters 

Air conditioning buyers 


42% more 
....... 80% more 
.....39% more 
20% more 

23% more 

61% more 


Source: “Survey of National Markets, USN&WR.” Percentages based 
on division of projected coverage by 1-time, black & white page rate 
for each of the three news magazines—“USN&WR,” Time and News- 
week. For details, ask your advertising agency or one of our advertis- 
ing sales offices listed below. 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1,200,000 net paid circulation 


Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. Other offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. 
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Newhouse Buys ‘Portland Journal,’ 


Denies ‘Buffalo Courier-Express' Buy 


No Combination Rates 
in Any City Where We 
Own 2 Papers: Newhouse 


New York, Aug. 10—Samuel 
I. Newhouse, chain newspaper 
publisher who last week bought 
the Journal, Portland, Ore., for 
$8,300,000, today denied a report 
that he was about to buy the Buf- 
falo Courier-Express. 

Mr. Newhouse confirmed to Ap- 
VERTISING AGE, however, that he 
had “approached” the Courier- 
Express “about two or three 
months ago.” He also said his orig- 
inal contact with the newspaper 
dated back “at least ten years.” 

W. J. Conners III, president and 
publisher of the Courier-Express, 
told AA that “the paper has not 
been sold.” Asked if anyone be- 
sides Mr. Newhouse had made an 
offer, Mr. Conners replied: “Not a 
concrete one.” He declined further 
comment. 


s A. Gordon Bennett, general 
manager of the Courier-Express, 
“If there’s any an- 
nouncement to be made, we'll 
make it.” He said that while the 
newspaper had not “hung out a 
for-sale sign,’ there have been 
“offers made periodically from all 
sides.” He termed the Newhouse 
negotiations “strictly rumor.” 


s It had been reported on news- 
casts over WGR-TV in Buffalo 
that Mr. Newhouse was dickering 
to buy the Courier-Express and 
its radio station, WEBR (am and 
fm), via a “package deal” for be- 
tween $13,000,000 and $14,000,000. 
WGR-TV said it had been told, by 
“sources in the Buffalo business 
community,” that the negotiations 
“came to a head” about two weeks 
ago. 


@ On the Oregon front, the pur- 
chase of the Journal, an afternoon 
daily with a circulation of 150,000, 
followed a 20-month strike of em- 
ployes of that newspaper and the 
Oregonian, a newspaper owned by 
Mr. Newhouse. 

Mr. Newhouse told AA that, for 
now, the “big problem is resolving 
a conflict in press times, without a 


‘Journal,’ ‘Oregonian’ 
Production to Merge, 
News Staffs Stay Separate 


I. Newhouse widened his commun- 
ications empire a little more and 
reinforced his position in this mar- 
ket with the purchase last Friday 
of the Oregon Journal for more 
than $8,000,000. 

Mr. Newhouse has been owner of 
the Oregonian, a morning news- 
paper, since 1950, when he paid 
$5,000,000 for it. The Journal is an 


have also included part ownership 
of the radio-tv operations of KOIN. 

According to the announcement 
made here by the Oregonian, the 
Journal will continue to operate 
as a separate paper and William W. 


er. Both papers will be printed in 
the Oregonian’s plant. 


a Sale of the Journal to Mr. New- 
house became inevitable, trustees 
of the Oregon Journal stated. Their 
announcement said in part: 

“Since the end of World War II 
total payroll costs of the Oregon 
Journal increased over 300%. Rev- 
enues did not keep pace with pay- 
roll increases. Circulation prices 
have advanced only 30% and basic 
advertising rates only 70%. This 
trend has occurred throughout the 
entire U.S., resulting in numerous 
suspensions and mergers and an 
inexorable decline in the total 
number of metropolitan newspa- 
pers. 


the Journal was substantially short 
of the Oregonian. Both dailies have 
heavy circulation statewide. In re- 
porting the sale, the Oregonian 
placed its circulation at 207,837 
daily and 273,688 Sunday and that 


169,845 Sunday. 


with 8,145,000 for the Journal. 


circulation loss.” He explained 
that “the Journal winds up about 
5 p.m., but the Oregonian starts 
its presses early because it has 
trains to catch.” 

Mr. Newhouse stressed that “no 
personnel changes or reductions 
of staff” are contemplated at eith- 
er newspaper as a result of the 
purchase. “In fact,” he said, “the 
employes list may expand.” He 
said that William W. Knight, 
Journal publisher, would continue 
to be “in complete charge.” The 
Journal has about 600 employes 


since 1957.” 


The Oregonian is a morning pa- | station, KOIN, radio and tv. Jour- 


Knight will continue as its publish-| out a weekly paper, the Portland 


In advertising and circulation | 


PORTLAND ORE., Aug. 8—Samuel | Mr. Frey said. He added that ad- 


evening paper. His interests here) 


| 


| him in the negotiations was Glenn 


|tions. Under common ownership 
\the papers will later be produced 
jat the Oregonian’s plant. 

| Production will insure “greater 
|strength and capacity to service 
|the public than could have been 
possible in separate, duplicating 


of the Oregonian, said. 

New quarters for the Journal’s 
staff will be set up on the fourth 
|floor of the Oregonian’s building, 


| vertisers would be able to buy 
| space in either or both papers, and 
subscribers could take one or both. 


® The Oregonian and the Journal 
are still published behind token 
picket lines, the result of a strike 
on Nov. 9, 1959, of stereotypers, in 
which other unions took part. Pub- 
lication of a joint issue of the two 
dailies began at once by super- 
visory help, and new crews were 
recruited in all struck departments. 


Joint | 


operations,” M. J. Frey, president | 


Advertising Age, August 14, 1961 
| been made.” Later Mr. Frey elab- | 
| orated: 


“As late as Friday morning, we |... BUSINESS 
|thought the deal was off—it was | ILLUSTRATED “a 
‘cold as a fish. It was not until late “a 
|afternoon that differences were 
reconciled and an agreement 
reached. .. As late as 4 p.m. we 
had no deal, and you can’t an- 
nounce a deal until the names are 
on the agreement. I have just 
signed the checks, and you are the 
first to be told,” he added in ex- 
planation to employes. 

Mrs. Jackson’s will made clear 
her desire to have the Journal re- |; 
main an Oregon-owned publica- | 
tion, but she did not tie the hands | 
of the trustees. 


"REPORTER’ LAUNCHES 
CIRCULATION CONTEST 
PORTLAND, ORE., Aug. 8—A cir- 
culation contest, with prizes based 
on the number of new subscrip- 
tions brought in, has been launched 


‘ 


——O— 
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OPENING FANFARE—This is the first 
cover of Show Business Illustrated, 


By the following April, the two 
papers resumed their separate pub- | 
lication. 


Striking unions in 1960 brought | 


Reporter, and late in the year con- 
verted the Reporter into a daily, 
which, as the result of the Jour- | 
nal’s sale, now terms itself “Port- | 
land’s only Oregon-owned news- 
paper.” The Reporter’s publisher, 
Robert Webb, said, ‘““We have more 
than 6,200 stockholders. The ma- 
jority of these live in Oregon, and 
two-thirds of the stock is owned 
by Oregon stockholders.” 


} 


® Negotiations for purchase of the 
Journal had been initiated by El- 
mo Smith, former Republican gov- 
ernor of Oregon and now publisher 
of the Democrat-Herald, Albany, 
Ore. Just prior to the Newhouse 
purchase, Mr. Smith reported his 
negotiations “at a standstill.” 

Mr. Smith indicated that with 


Jackson, formerly exec vp of Cal- 
ifornia-Oregon Power Co., Med- 


of the Journal at 148,509 daily and |ing his group had offered about 
| $4,000,000 for the Journal and con- 
In advertising, Media Records | sidered that amount to be all the 
places the Oregonian linage (daily | Journal was worth if it were to be 
and Sunday) at 14,116,000 for the | operated in competition with the 
first six months of 1961 compared | Oregonian. 


s The Oregonian stated: “It was |clude radio KPOJ, Portland, which 
reliably reported that the Journal |trustees of the Journal 
had experienced operating losses | Present Newhouse interests include 


ford, which was recently bought 
by Pacific Power & Light Co. The 
Reporter quoted Mr. Smith as say- 


|@ Sale of the Journal did not in- 


retain. 


| part-ownership 


the new bi-weekly magazine, 
which will go on sale on news- 
stands on Aug. 23. 


Playboy Inc.'s ‘Show 
Business Illustrated’ 
Will Bow Aug. 23 


Cuicaco, Aug. 9—Show Business 
Illustrated, Playboy Inc.’s new 
magazine, which plans to cover all 
facets of show business, will go on 
sale on newsstands throughout the 
USS. on Aug. 23. 

The magazine, to be published 
every two weeks, will sell for 50¢ 
and will have an initial guaranteed 
circulation of 350,000. It will cover 
news and reviews of movies, le- 
gitimate theater—both on and off 
Broadway, record releases, night- 
club acts, major new television 
shows and series, and key happen- 
ings in concert, opera and ballet. 

The premiere issue, which has a 
Sept. 5 cover date, will carry more 
than 46 pages of advertising. The 
one-time rate for a b&w page is 
|$2,150. Among the charter ad- 
vertisers are Lanvin Parfums Inc., 
Toni Co., Hanover Hall clothes, 
Hiram Walker Inc., Sylvania Home 
| Electronics, RCA Victor records, 
|| Columbia Record Club, Wilbur 
|Clark’s Desert Inn, Kraft Foods, 
om Diners’ Club. 


by the Portland Reporter, daily 
newspaper founded by unions that 
are on strike against the Portland 
Oregonian and Oregon Journal 
(AA, Aug. 7). The contest is 
pitched to students and offers 14 
cash scholarships worth $4,100. In 
addition, the paper announced bo- 
nus prizes worth over $4,400. En- 
trants who do not win an award 
will receive 25¢ for each order. 
The contest gives entrants 150 
points for each order received be- 
fore Aug. 1; 125 points for orders 
received before Aug. 15; and 100 
points for orders after Aug. 15. # 


Sullivan to Retire 
as Senior VP after 
34 Years at Meredith 


Des Mores, Aug. 9—Edwin L. 
Sullivan, senior vp of Meredith 
Publishing Co., will retire from the 
company at the end of this year. 

In his resig- 
nation, which 
he submitted 
today, Mr. Sul- 
livan cited a 
heart attack he 
experienced six 
years ago and 
his desire to 
conserve his 
health, as the 
reason for his 
early retire- 
ment. He will 
be 63 when his 
resignation becomes effective. 


s Key executives of the new mag- 
azine are Hugh M. Hefner, editor 
and publisher; Frank Gibney, as- 
sistant publisher and editorial di- 
rector, and Howard W. Lederer, 


Edwin Sullivan 


in a competing 


per, the Journal an evening paper, | nal Publishing Co. has transferred 
but the two have overlapping edi- | control of KPOJ to the three trus- 


said Mr. Newhouse, discussions | 


|with respective attorneys had 
| gone right to the wire. “But in the 
|hour before papers are signed, 


jor even the last second, someone 


| may decide not to sell.” 


s The Newhouse roster, in addi- | ownership 


tees of the Maria Jackson estate. 

The Oregon Journal was founded 
in 1902 as the Portland Journal. 
In the same year it was bought for 
$16,000 by C. S. (Sam) Jackson, 
who had come west from Virginia 
and was publisher of the East Or- 
egonian at Pendleton. On his death 
|in 1924 the paper continued in the 
of his widow, Mrs. Ma- 


advertising director. Show Busi- 
'@ Mr. Sullivan joined Meredith as| "ess Illustrated has a staff of 
a New York advertising sales rep- | about 140; Playboy Inc. also pub- 
resentative in 1927. He was trans-|lishes Playboy. # 
ferred to Des Moines as advertising | 
sales manager for Better Homes & \CBS Reports 6-Month Sales 
i | 
appointed advertising director, re. |i#@- Earnings Drop 
sponsible for the sales of both | Columbia Broadcasting System, 
| Bette |New York, has reported net sales 
etter Homes & Gardens and Suc- . : 
cessful Farming. | of $240,787,745 for the first six 
: ;months of 1961 for a substantial 
Mr. Sullivan was elected to the|. the 1960 figure of $231,- 
Meredith board of directors in | Oves Se igure , 


1949, named vp in 1950, and senior | 


821,970. Income for 1961, however, 


and the Oregonian has 700. 
Mr. Newhouse added that no 
combination advertising rates for 


— o La fag ae and Oregonian, | ria Jackson, One of their two sons 
includes the Patriot & News, Har-| philip, then 31 roeranay 
| risburg, Pa.; Birmingham News; » » became publisher. 


| Huntsville Times; St. Louis Globe- | 


vp in 1957. In that position, his re- 
|sponsibilities included the adver- 


the two newspapers will evolve | Democrat; Newark Star Ledger; 
via acquisition of the Journal.|Long Island Star Journal; Long 
“There are no combinations of-|Island Daily Press; Staten Island 
fered in any city where we oper- | Advance; Jersey City Journal; and 
ate more than one newspaper,” he | Syracuse Post Standard, Herald 
pointed out. Journal and Sunday Herald-Amer- 
ican. 
s He acknowledged that he had It also includes a 40% interest 
investigated “many” different com-|in the Republican Co., publisher 
munications enterprises in the past |of three Springfield, Mass., dailies 
year—with an eye to buy—but that |—the Daily News, Union and 
“no one has the right to assume |Sunday Republican. Recently, the 
that a company is willing to sell.” | Newhouse interests petitioned for 
The chain publisher termed “the |temporary restraining orders and 
improvement of properties and |injunctions in Springfield in con- 
their influence in the community” | nection with the newspapers’ pen- 
as his prime motivations for ex- | sion plans. 
pansion. | Mr. Newhouse also holds a 15% 
“But it is difficult, in negotia-|interest in the Denver Post; pur- 
tions, to predetermine events |chased control of Conde Nast Pub- 
which might occur,” he went on. | lications in March, 1959; and five 
“There is no telling when a person |months later bought 
may change his mind.” In one case, | Smith. + 


Street & 


: - | tising, research, and book and gen- | 
® Phil Jackson and his mother left|eral promotions division of the | 
jinterlocking wills that set up a 


foundation to contain the Journal’s He has served as a member of | 


stock and to be operated for edu- | the board of the Magazine Adver- | 
oo and charitable purposes. tising Bureau and at present is a| 
rom the outset, the trustees have | 4: isi 
— rector of the Advertising Re-| 

been William W. Knight, publisher —_ ~ 


i # 
of the Journal; David L. Davies, search Foundation. + 


for many year’s the paper’s attor- 
ney; and the U.S. National Bank, 


through a trust officer, LeRoy B. 
Staver. 


company. 


Fredericks Joins Lestoil 

Lestoil Products, Holyoke, Mass.., | 
has appointed Edward J. Freder- | 
icks to the new post of director of 
marketing. Mr. Fredericks was 
formerly marketing director of | 
Simoniz Co., Chicago. 


® Sale of the paper was consum- 
mated at 5 p.m. on Aug. 3, and 
was announced in Saturday edi- 
tions of the Journal and Oregon- | 
ian. Friday editions of the papers Y&R Names Fahland 

had carried stories denying rumors| Young & Rubicam has named 
of the sale. The early edition of Gerdon R. Fahland media director 
the Saturday Oregonian, out Fri- of its Los Angeles office, succeed- 


day afternoon, quoted Mr. Frey as ing George Allison, who has re- 
saying, as of Friday, “No deal has _ signed. 


was down to $9,409,332, against 
$12,669,169 for the corresponding 


| period in 1960. 


CBS attributed the decreased 
earnings to increased costs, gen- 
eral business conditions, and the 
performance of the CBS electron- 
ics division. “Because of the na- 
ture of the losses and expenses 
which are related to the discontin- 
uance as of June 30 of the manu- 


|facture of receiving tubes by the 


electronics division, those losses 
(estimated at approximately $4,- 
000,000 after applicable tax cred- 
its) are being charged against 
retained earnings,” the company 
explained. 


Klein's Adds Cullers Agency 
Klein’s Potato Chip Co., Chicago, 
division of Sunshine Biscuits, has 
appointed Vince Cullers Advertis- 
ing, Chicago, to handle specialized 
advertising. Lilienfeld & Co., Chi- 
cago, continues as Klein’s agency. 
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Aside from the soft aa oe 
rustle of a turning sii 
leaf, the only sound 
is a tuneless song of 
pleasant chords. The 
blind man is reading 
a singing book. 


With practiced movements, he 
Sony flips the pages resting under 
the scanning head. The 
machine sings —literally 
sings—in weird chord 


sony progressions farther out than 


any jazz combo has ever played. 


Photoelectric cells read each 
sone letter on the printed page and 
translate it into a chord easily 


distinguishable by the 
sensitive ears of the blind. 


...engineers read about it first, in Electronic News 


This is a humanitarian 
work-in-progress. And a 
development of technical 
interest. For electronic 
engineers will find the 
technique adaptable to such 
fields as postal, banking and 
insurance operations. As with 
other technical developments 
in electronics, they read about 
it first, in Electronic News. 


THE BIG DIFFERENCE IS 


NEWSO 
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FTC Says Borowsky Sought Unfair Ad """\” 
Tie for Publications via Foster Type — wee 


follow through” on these letters. 


to any advertising with respect to 
/ which a person has a contract ob- 
| tained by competitive bidding,” he 


+s | pointed out. “The contractor can do 


|all the advertising he wishes, and 
|charge it off to the cost of doing 
| business to the extent that the Bu- 


Borowsky Denies Charge, 
Says Fuss Is Over ‘58 
Letter Never Followed Up 


WASHINGTON, Aug. 10—A Feder- 
al Trade Commission hearing ex- 
aminer today issued an initial de- 
cision which would order North 
American Publishing Co., Phila- 
delphia, publisher of two trade 
newspapers in the printing equip- 
ment field, to stop soliciting dis- 
criminatory advertising allowances 
from companies that sell to a print- 
ing equipment company which is 
under the same ownership. 

The decision, which is subject 
to review by the full commission, 
is directed at North American, for- 


Mr. Borowsky said the record | 
also shows that “from the very | 
first issue” the publications had | 
contained advertising from com-| 
panies which compete with the) 
companies that sell to Foster.) 
This testimony, he said, demon-| 
strated the truth of his statement 
that there was no “follow through” | 
on the original letters promising | 
that the publication would not ac- 
cept advertising from companies | 
which Foster does not represent. | 


s In a further comment on the) 
decision, Mr. Borowsky objected 
to the assertion that there was 
complete identity of ownership) 
and control between the two or- 


merly Foster Publishing Co., pub- 
lisher of Delaware Valley Printing | 
Impressions and Printing Impres-| 
sions national edition; Foster Type | 
& Equipment Co.; and Irvin J.| 
Borowsky, president of both com- 
panies. 


s Examiner Edgar A. Buttle em- 
phasized sales letters which Mr. 
Borowsky sent to Foster Type & 
Equipment Co. suppliers in mid- 
1958, at the time the two printing 
equipment publications were con- 
templated. He said these letters 
were signed by Mr. Borowsky 
sometimes as president of one 
company, sometimes as president 
of the other, and that they “gave 
notice” that the new publication 
was to be used “as a cooperative 
means” of advancing the business 
of Foster Type & Equipment and 
its suppliers. 

Between June, 1958, and De- 
cember, 1959, he reported, 29 sup- 
pliers of Foster Type & Equip- 
ment Co. paid in excess of $47,500 
for advertising. He said no similar 
advertising allowances were made 
by these companies to printing 
equipment companies which com- 
pete with Foster, and that re- 
spondent “knew or should have 
known this.” 


# In related actions, FTC previ- 
ously obtained consent settlements 
from three of the suppliers who 
were mentioned in Mr. Buttle’s 
decision. In today’s ruling, he said 
the act of inducing Foster’s sup- | 
pliers to make discriminatory pay- 
ments represents an unfair trade 
practice on the part of North 
American, Foster and Mr. Borow- 


sky. 
As proof that the publications | 
solicited discriminatory advertising | 


: | Procter & Gamble emerge for the}; ; : 
all ces, th ferred the d t 
owances e examiner refe \fall and 1962. ensivels of Chi-| in e direction of the House 


to an exchange of correspondence 
between Mr. Borowsky and Wetter 
Numbering Machine Co. at the time 
the publications were started in 
1958. 

Confirming a $1,584 order for 
space in Printing Impressions, 
Wetter wrote, “We understand that 


ganizations. “The record shows,” 
he said, “that I have not been ac- 
tive in the equipment company 
for two years. It also shows that I 
have 100% ownership of the pub- 
lishing company but only 75% 
ownership of the equipment com- 
pany.” 

The examiner upheld the pub- 
lisher on the second of the two 
counts covered in the complaint. In 
its 1959 complaint, FTC charged 
that circulation of Printing Im- 
pressions had been misstated. In 
today’s initial decision, the exami- 
ner found average circulation was 
“equal to or in excess of 60,000,” 
the total the publisher promised 

With respect to circulation fig- 
ures, Mr. Borowsky suggested that 
the issue would never have arisen 
if FTC had made a competent in- 
vestigation before issuing the 
complaint. All that was needed to 
dispose of this, he said, were the 
post office receipts, readily avail- 
able to anyone. + 


‘61-62 Outlook for 
Spot Radio, TV 
Is Favorable 


(Continued from Page 2) 
field representatives are being re- 
lied upon more and more to make 
recommendations...It is more 
important than ever that stations 
follow up at the local level, espe- 
cially in radio.” 


® Ralph Kelly, in Chicago, had| 
P&G and Burnett on his mind: | 
“Chicago’s big question is how will | 


cago agencies shows .. . that Leo| 
Burnett controls 39% of the spot | 
tv business and a somewhat small- | 
er percentage of spot radio busi- | 
ness—16%—a good deal of which | 
is P&G. Based on past experience | 
with this multi-product advertiser, | 


it will be your policy not to accept | SPot broadcast will be as active in | ting 
advertising from any competitive | 1961 and 1962 as in past years .. -\ever, was language inserted by establish a new chain in coopera- 


manufacturer of typographic num- 
bering machines whom you do not 
represent, and further that the 


“Should new products receive) 
heavy sales activity, greater in-| 
creases will be felt in both dollar | 


|reau of Internal Revenue will per- 


| AS 


a 


¥ 


) mit.” 

ad | Sen. Howard Cannon (D., Nev.), 
who was active in pressing for a 
crackdown on advertising by de- 
| fense contractors, said the chief ef- 
| fect of the amendment is to elimi- 
nate payment for advertising in 
trade and technical publications, 
which has heretofore been 100% 
chargeable to the government. 


o 


a He said this practice originated 
before World War II when it was 
felt the American technology, par- 
ticularly in aviation, would be 
strengthened by allowing advertis- 
ing in trade and technical publica- 


—— WETROPOLITAN 


~ 


| CONCENTRATION—Metropolitan Fur- 


jaoere Co., South San Francisco, is | 
concentrating on a few large ads! 


| such as this in the September Sun- 
|set. The company hopes to stimu- 
| late consumer brand recognition in 
|this way. Kennedy-Hannaford is 
the agency. 


tions as a contract expense. This 


Advertising Age, August 14, 1961 


Football TV Is 
Scramble, After 
Anti-Trust Ruling 


New York, Aug. 10—This fall 
Ford Motor Co. will try to be triply 
sure of catching the eyes of fans 
of the professional National Foot- 
ball League. 

Ford has signed for one-quarter 
tv sponsorship of Sunday after- 
noon games on CBS, NBC and the 
25-station Cleveland Browns 
hookup of Sports Network. There 
will be three hookups in the Na- 
tional Football League television 
act as a result of the anti-trust 
decision against the CBS exclusive 
contract with the league. ABC has 
booked American League football 


may have been justified then, he 
|said, but in the intervening two 
decades the publishing industry has 
changed. 

He claimed he knows of one avi- 
ation company that spent $500,000 | = CBS’ coverage will be a checker- 
on such advertising last year,|board affair. The network will be 
which was 40% of its advertising| split into several regional hookups, 
| budget. “Multiply this by 100 oth-| with each carrying a different 
|er companies and you begin to see | game. Among the teams whose 


games for Sunday afternoons. This 
will mean a four-way scramble for 
station clearances in many mar- 
kets for a Sept. 17 kickoff. 


| when ads are necessary to secure 


| what is happening to the taxpay- 
ler’s dollar. You also begin to see 
why we don’t have all the air- 
planes we would like; why we 
can’t have more missiles and more 
Polaris submarines.” 


Senate, House 


Compromise on 
Defense Ad Curb 


® He said, “Now we are in a posi- 
tion of countenancing a form of 
vicious subsidy which is both cor- 
WasHINGTON, Aug. 10—A House-| rosive and self defeating in an in- 
Senate conference committee today | dustry on which our very survival 
shaved away part of the new lan- | depends. 
guage which had been worked out! “Why must we, under the guise 
in the Senate to settle the hassle | of national defense, provide gov- 
over advertising by defense con-| ernment subsidized advertising to 
tractors. (See editorial on Page 16.) | one segment of the press and, in 
As it cleared the Senate, the De- effect, tell the defense industry 
fense Department appropriation| where they must advertise?” 
bill contained a rider which speci-| Sen. Leverett Saltonstall (R., 
fied that advertising would be a/ Mass.) said the committee had not 
reimbursable contract cost (1) for| gone into the question at all “of 
recruitment of personnel; (2) to| whether it affected trade journals 
secure scarce items; (3) to dispose | or newspapers or magazines. 
of scrap or surplus; (4) to secure| “We did what we felt was right 
subcontractors; and (5) to partici-| and what would save the govern- 
pate in exhibits at the invitation of | ment money.” # 


go goeghom gn PORF . 
language into the Defense ve-| Food Fair Stores 

Weighs Entering 
Discount Field 


partment bill which would have | 
banned advertising in any form as | 
a reimbursable cost. The Senate | 
proposal was worked out after) 
Deputy Secretary of Defense | 
Roswell Gilpatric warned the) 
House had gone too far. 
PHILADELPHIA, Aug. 10—Food 
air Stores Inc. is planning to 
move into the discount field, and 
amendment. While the final ele the vending machine 
sion provides for reimbursement | Pood Fair is not clear exactly 
; : | how or where or when it will enter 
tence “ <a ‘i eras teen. the discount field with a general 
sion for ads to secure subcontrac- | an of merchandise, but it is in the 
tors or for expenses incurred while | oting. 


participating in exhibits. | The company either will merge 
Still in the final version, how-|°% buy out an existing chain, or 


| 
| 
s The conference compromise, now | 
headed toward the White House, | - 
pulled the pendulum back slightly 


the Senate appropriations commit- | tion with a general merchandise 
tee to emphasize that Congress has | “°™Pany. 


; no intention of interfering with|, p¢ Fai ffici 
Foster Type & Equipment Co.| boosts and market expansions. In | advertising which defense contrac- won ule ciiicials hove bem 


will order from us, within a rea-|Some markets where pricing has|tors finance from their profits. 


sonable period of time, machines, 
parts or accessories in the amount 
equa] to our net cost for the adver- 
tising for which we are contract- 
ing.” 


s In Philadelphia, Mr. Borowsky 


told ADVERTISING AcE that the ex- | 


aminer’s decision will be appealed. 


He said extensive hearings had | 


been held in the case, but that the 


decision did not reflect the defense | 


which had been submitted. 

Mr. Borowsky conceded that a 
letter had been written to 23 of 
Foster’s suppliers when the pub- 
lications were started in 1958. But 
he said the hearing record con- 
tains testimony that there was “no 


|been firmed for the new an- 
nouncement length, and if prices) 
are equitable, some experimenting 
| will take place. The general feel- 
ing among Chicago experts is that 
jan upward swing for radio and 
|tv for the majority of accounts is 
jin the offing...A major agency 
|executive took an opposite stand, 
with the belief that ‘Chicago busi- 
ness will be spotty, but will main- 
tain last year’s level’.” + 


ATS Ofters Retailers Spot TV 


Apparel Television Service, Mad- 
ison, Wis., is offering a spot com- 
mercial tv film service to men’s 
wear retailers. ATS is located at 
5001 University Ave., Madison. 


talking with the J. M. Fields divi- 
|sion of Enterprise Stores in Boston 
about acquiring the latter. While 
the discussions were confirmed, 
the status of negotiations is not 
known. # 


This issue arose because the 
House amendment stated that no} 
money appropriated in the Defense | 
| Department fund bill was to be) 
used to pay for advertising. Lest| 
there be any doubt about con-| 
gressional intent, the Senate com- | 
mittee inserted the phrase “except 
advertising for which payment is 
made from profit.” 


WINS Affiliates with Mutual 
WINS, New York, an independ- 
ent, will affiliate with the Mutual 
radio network effective Aug. 28. 
The station will replace WOR, New 


| games will be carried are the New 
York Giants, Detroit Lions, San 
Francisco Forty-Niners, Los Ange- 
les Rams, Philadelphia Eagles, 
Dallas Cowboys, Chicago Bears, St. 
Louis Cardinals, Green Bay Pack- 
ers and Washington Redskins. 

No game will be televised by 
anybody within 75 miles of the 
home city of any of the 14 league 
teams on days when home games 
are scheduled. 

Other sponsors on CBS include 
Philip Morris, for one quarter na- 
tional sponsorship; Ballantine, 
Falstaff and Carling beers; and 
American, Sun, Sohio and Speed- 
way oils for regional lineups. 
There is still some time available. 


s NBC’s cameras will follow the 
fortunes of two teams—the Pitts- 
burgh Steelers and the Baltimore 
Colts, with home and away games 
to be covered throughout the sea- 
son, the choice of each week’s 
games to be made on a week-to- 
week basis depending on how the 
season shapes up. 

NBC has signed four beer com- 
panies for regional contracts—Na- 
tional, Anheuser-Busch, Weide- 
mann and Narragansett. At press- 
time the network was pitching 
hard for more national sponsors to 
join Ford. 

The Sports Network 25-station 
hookup is sold out to Ford, Marl- 
boro, Carling Brewery and Stand- 
ard Oil of Ohio. Their coverage 
will include stations in Ohio, Ken- 
tucky, Pennsylvania, New York, 
Indiana, West Virginia, and per- 
haps in Connecticut and Massa- 
chusetts. Sports Network has ar- 
ranged for live coverage of the 
Cleveland Browns for several 
years now. 


s ABC’s exclusive contract with 
the American Football League was 
not affected by the Justice De- 
partment’s crackdown against the 
National Football League and 
CBS. This network has its choice 
jof games from the newer league. 
|The network will be divided into 
|regional hookups for coverage of 
two or three games. 


Among the sponsors set are 
Bristol-Myers; Carling Brewing; 
Ford for Autolite (minutes); 


Pabst; and Phillips Petroleum. All 
| except Bristol-Myers and Ford 
|are regional buys. There is plenty 
|of time available on this series. 

| The chief attraction on ABC on 


# During Senate discussion of the 
appropriation bill, Sen. A. Willis 
Robertson (D., Va.), chairman of 
the subcommittee handling defense 
funds, denied that the amendment 
is a forerunner of any attempt to 
limit legitimate advertising. 
“This provision does not apply 


York, and WVNJ, Newark. WOR, |Saturday afternoons will be the 
at one time in Newark, was one of | National Collegiate Athletic Assn. 
four stations which teamed to form | gridiron games. Principal backer 
Mutual in 1934. RKO General, here is Gillette, with R. J. Rey- 
owner of WOR, sold Mutual in|nolds and Humble Oil as co- 


1957. While WOR remained as a sponsors nationally, and Frito and 
Mutual affiliate, it has been clear-| American Oil in on a _ regional 
ing for few Mutual programs. 


‘basis. # 
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NEW STATE FARM PAPER 


ADVERTISING BUREAU 
AT YOUR SERVICE 


28 State Farm Papers form Advertising 
Bureau to better serve you 


The new State Farm Paper Advertising Bureau repre- 
sents 28 strong, locally edited farm publications with a 
combined circulation of nearly four million! The Bureau 
will provide marketing data, research information, and 
merchandising and promotional aids to help advertisers 
and their agencies sell the farm 
market with greater success. 
The first of many services to 
come is the new 1961 Circula- 
tion Analysis of Farm Papers. 
This handy, up-to-date Simpli- 
fied Rate and Data Folder 
shows farm paper circulation, 
by states and regions, at a 
glance. It also carries space 
costs for national, regional, and 
Ted Prescott, Director of the state farm papers. If you have 
a & 2 Se not received your free copy, or 
help to solve your problems. He Want additional copies, write 
Hoey ) cng Reon agr Ted Prescott, State Farm Paper 
fice at 20 North Wacker Drive, Advertising Bureau, 20 North 
ailieaaa le Wacker Drive, Chicago 6, Ill. 
Your advertising works harder when you use State 
Farm Papers. Local names, local places, local news, and 
local faces put your advertising on a neighbor to neigh- 
bor basis that keeps your prospects reading and believ- 
ing. And these State Farm Papers reach four million 
farmers with 44 billion dollars to spend. 

Local, grass-roots marketing know-how brings you 
bigger returns from every advertising dollar. The every- 
day experiences of State Farm Paper folk, who con- 
stantly travel their local area to keep abreast of new 
farming developments, can be an invaluable source of 
market information. Many other services—local photos 
and testimonials, mailings, promotional letters, local 
dealer tie-in advertising, and similar sales promotion 
aids—help your State Farm Paper advertising to har- 
vest more sales. 

Spark action at the local level where the sale is made 
with powerful State Farm Paper advertising. Call or 
write State Farm Paper Advertising Bureau, 20 North 
Wacker Drive, Chicago 6, Illinois, for full details on the 
State Farm Papers and the rich, multi-billion dollar 
farm market which they unlock. 


STATE FARM PAPER 


American Agriculturist 
California Farmer 

The Dakota Farmer 

New England Homestead 
Southern Planter 

The Kansas Farmer-Stockman 
The Oklahoma Farmer-Stockman 
The Texas Farmer-Stockman 


Advertising Bureau 


Indiana Farmer Pennsylvania Farmer 
Kentucky Farmer Tennessee Farmer 
Kansas Farmer The Farmer 

Missouri Ruralist Nebraska Farmer 
Michigan Farmer Prairie Farmer 

Ohio Farmer Wallaces Farmer 


Wisconsin Agriculturist 
Arizona Farmer-Ranchman 
Colorado Rancher & Farmer 
Idaho Farmer 

Montana Farmer-Stockman 
Oregon Farmer 

Utah Farmer 

Washington. Farmer 
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more people watch it : on NBC 


When Gus Grissom rocketed into space, an estimated 43,000,000 
people watched it—and throughout the shoot NBC TELEVISION attrac- 
ted 61% of the network audiences.* It happens that way all the 
time. FoR INSTANCE: 1. During the National Political Conventions NBC 
News attracted greater viewing audiences than both other networks 
combined. 2. In the Great Debates, viewing on NBC was substan- 
tially greater than on either competing network. 3. More families 
turned out to watch the Election returns on NBC Television than the 
total for both other networks. 4. And it happened that way again 
for the Inauguration. 5. And again for coverage of Alan Shepard’s 
history-making flight. 6. When President Kennedy reported to 
the nation on his trip abroad, NBC News again won the biggest 
audience, this time by margins of 5% and 136%. 
7. And in Presidential Press Conferences covered 
by all three networks, NBC averaged an audience 
pull 37% stronger than its closest competitor. 


Sources: *Trendex. Nielsen Television Index: Items 1-5, National (Average Audience Ratings). Items 6 & 7, MNA. 
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16 
The Editorial Viewpoint . . . 


Schizophrenia Among Admen 


ADVERTISING AGE conducted its fourth annual summer workshop on 
Creativity in Advertising Aug. 1-4, and it was—at least to this biased 
observer—the best yet. 

Almost 425 admen and women from all over the country spent 
three and one-half hard working, crowded days listening to a dedi- 
cated “faculty” of about 30 of the country’s most outstanding creative 
men explore every facet of ad writing and radio and television com- 
mercial production. We’d like publicly to extend our heartfelt thanks 
to the top people in the business who so unselfishly participated as 
faculty members, and who themselves worked unusually hard to 
make their appearances meaningful and important. 

A curious development, however, demonstrated one of the basic 
problems facing the advertising business. On Thursday, Harry W. 
McMahan, who reviews television for the workshop, made an un- 
scheduled luncheon presentation of a script he has developed for 
telling the story of advertising to women’s clubs, PTA groups, etc. It 
tells the basic story of American business and advertising’s role in 
our economy in popular terms, illustrated with television commer- 
cials. 

Harry’s presentation was wildly and enthusiastically applauded by 
the audience. 

That evening, Stan Freberg, the Hollywood humorist whose radio 
and television commercials have been outstanding, delivered a dev- 
astating condemnation of much current advertising, particularly that 
so widely and successfully used by the Rosser Reeves “realism” 
school. And he, too, was roundly and wildly applauded. 

It is true that McMahan and Freberg were not advocating opposite 
philosophies, but the element of conflict still existed. Freberg said 
rather bluntly that most advertising is dull and imane or even 
worse and couldn’t be expected to do a decent sales job, while Mc- 
Mahan’s script extolled the role of advertising and indicated that 
practically all of it is informative and helpful and a credit to so- 
ciety. 

The peculiar type of schizophrenia which afflicts admen was quite 
apparent. On the one hand they eagerly encourage the public telling 
of “the real story” about advertising; on the other, they react with 
every evidence of religious fervor to speakers who tell them how 
painfully bad, if not downright anti-social, most advertising is. 

The inner conflict will have to be resolved before advertising and 
advertising people really know which way they are going. 


Commerce Equivocates 


We have never thought very much of the notion that the federal 
government should be an important advertiser, and the action of the 
Department of Commerce last week in connection with the projected 
overseas tourist campaign has certainly not caused us to change our 
mind. 

Six or seven weeks ago the Department of Commerce invited ad- 
vertising and public relations agencies to solicit the tourist account. 
The general understanding was that there would be two phases to the 
account, one to be handled by a pr company, the other by an adver- 
tising agency. 

But last week it developed that the department has changed its 
mind. It is going to “shortly begin contract negotiations” with four 
advertising agencies—not one—“for market research and related 
services in various parts of the world.” 

The present plan apparently is to use the four agencies to help the 
travel service organize its program, and each of the four big agencies 
selected will be asked to designate a representative to serve on a 
committee which will coordinate the services of the agencies with 
those of the travel service. And the “selection of advertising or pub- 
lic relations agencies to represent the new U. S. travel service on a 
worldwide basis will be deferred.” 

If you will permit us a prediction, we predict now that all four of 
the agencies will be thoroughly disillusioned before many more 
months go by—and that all of them will find the travel account un- 
profitable to handle. 


The Senate Helps Some 


The Senate has amended House legislation which would have 
banned any cost allowance for advertising by defense contractors, so 
as to specifically allow advertising for personnel, scarce materials, 
disposal of scrap or surplus materials, and procurement of subcon- 
tractors, as well as participation in government-sponsored exhibits. 

Every sensible person will applaud this liberalization of the pro- 
posed complete blackout of advertising by the House appropriations 
committee. But we could wish that the Senate had also reinstated the 
permission to charge reasonable advertising in technical and scien- 
tific publications against the cost of contracts. In more respects than 
one realizes at first, the technical and scientific press increases the 
knowledge and know-how of defense contractors, and promotes sci- 
entific advancement and reduced cost. Even if such advertising were 
a subsidy—which it is not—it would well be worth its very modest 
cost. 


“He says it’s a good thing ‘The Man from Cunningham & Walsh’ 
has that parttime job at the gas station!” 


—Stan Holden, Chicago. 


The Jingle Jungle 

During the next 12 months, 
American advertising agencies will 
spend well over 5,000,000 client 
dollars on a relatively new, yet 
already hackneyed, sales device: 
the singing commercial... What 
will these millions do for the agen- 
cies’ clients? Statistically speaking, 
an advertiser has better odds in 
Las Vegas than in the jingle jun- 
gle. According to what sparse 
study has been done, only about 
one in every 100 singing commer- 
cials can be shown to have done a 
client any good at all, and further 
inquiry would probably produce 
even worse odds. 

Yet, true to the pattern of grasp- 
ing onto one or two successes and 
imitating them in volume, the ad- 
vertising industry continues pour- 
ing forth a constant stream of so- 


out from car radios and belched 


What They're Saying... 


| Wilshire Blvd. busy themselves in 


called motivational music. Spilling | 
| problem and rid themselves of the 


many sings a song that sells. And 
then it is a miracle. A real miracle 
that works wonders on the hearts 
and minds of consumers and on the 
sales curves and profits of the ad- 
vertiser. 

Perhaps it is in search of such 
miracles that Madison Ave. and 


building harmonic hopes on the 
treble clef and in spending mil- 
lions, each year, in melodic mud- 
pie making... 

It is possible that the singing 
commercial will be put in its grave 
by the inability of the industry to 
take advantage of its potential. It 
is also possible that the dollar- 
conscious clients will tire of too 
many toy-jingles and not enough 
tool jingles. 

The only answer is for the ad- 
vertising industry, and the adver- 
tisers themselves to face up to the 


up from the bellies of tv sets, the | misguided music makers that now 
sometimes foot-tapping, sometimes | run rampant over the airwaves... 
nerve-jangling jingles come down | The technique must be found and 
on the heads of the American | then embraced: How do you make 
public and fuse into a blast of|a miracle from a mud-pie? 
meaningless noise. Music? Some- —From a speech by Al Allen, presi- 
times the best. Motivating? Hardly 


. Angeles, at a conference of the West- 
ever. Only one rare bird among 


ern States Advertising Agencies Assn. 


dent, Allen Asher & Associates, Los 


Advertising Age, August 14, 1961 


Rough Proofs 


Reprints of Civil War issues of 
Harper’s Weekly show that adver- 
tisers were as optimistic then as 
today. One of them promised to 
“make old faces look young and 
beautiful.” 


” 
Judging from the huge reserves 
for bad debts set up by credit 
card operators, competition for 
clients has been so keen that some 
poor risks have been able to ride 
the gravy train right through to 
destination. 
. 
“A Chicago agency,” says Crea- 
tive House, “has $20,000 to invest 
in a layout man who won’t make 
copywriters sorry they went into 
advertising.” 
Is he that much of a rara avis? 
J 
A toy manufacturer going heav- 
ily into television is looking for an 
advertising manager who knows 
that business and also is a bach- 
elor of arts. 
Suppose a Ph. D. could fill the 
bill? 
. 
Leo Burnett says it’s a tough 
job to get good ads okayed. 
Copy men should remember 
that even Shakespeare wasn’t very 
highly thought of in his own day. 
. 
Stan Freberg is telling all and 
sundry how much he hates exag- 
geration in advertising, always ex- 
cepting, of course, the Stan Fre- 
berg type of exaggeration. 
7 


The airlines, which are now of- 
fering to carry youngsters from 12 
to 21 at half fare might get more 
volume if they’d make the same 
deal with older people who haven’t 
as yet mustered up the courage to 
fly. 
e 
The Iron Age is reproducing in 
current promotion some ads which 
appeared in its pages 100 years 
ago, with an implied testimonial 
from some of those sturdy com- 
panies which are still in business. 
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“British add another 1% tax to 
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the 10% impost on tv,” reports 
the world’s greatest advertising 
journal. 

Remember how the income tax 
started? 

» 

Stephen Botsford, president of 
The New Yorker, is leaving for a 
more creative kind of work, and 
his record suggests that he would 
make a wonderful promotion man- 
ager for a magazine like The New 
Yorker. 

e 


The annual reports of General 
Mills and Pillsbury tell how ad- 
vertising of new products helped 
to increase sales and earnings. 

Some people keep saying that 
competitive advertising never 
builds a bigger market. 

+ 

“To reach and sell this market, 
paid media alone is not the an- 
swer,” says an advertiser in AA. 

Isn’t they? 

. 


A former adman now selling 
real estate in the Virgin Islands 
tells how wonderful life is in the 
tropics. 

He talks like a real estater or 
an adman. 


Copy Cus. 


lp ER ee RMN EM ene OME tes Sy 2S) aim lal airy So Sea ay) A Zl S| 7 a eG IR met cn ts Se ce Ae NRL Cee ce ee a eye ae” See SSE EL ow, DrN enim aa le gone a Semen. «Ohi Sa. glee a Nile T+ i a i i. a ar... 
sid oe elm RE RR Sega ~ igs «2 Ragman Ser, iba ga =) My pe ee ee Pee oL ude me iceae ea.) Oy. | uniting ae ane “gh oa ee Mees he bor Re ea a Se en hae ly oe Sy ioe i ou, tg oe ae : a fe ke Pe 
eee = bea era geet ta Tews ee = aes ate 8 Fe Me meme AT ee “at ee Rem 4 roo ita RARE Rem te — eee gan ila, Oka Le ae oo ee a ees ee 
ee ies ae AE Mea. gia fe ae ees Ce I ee SA a egieden e 
Bes ae” he Se ee eee 8 ad ae ; Sea , ; ON Se Ae ga cae ree Mes teat ae to et Soe Mi Sey oc a a ee oe : j geri Se mae ae A OETIGOR  Camteantee teri 
eee Fa ere, eR emi eigen catenin . ‘ Gees ee Ep aaa See eee ule) Ce ere ge ce ia eae cS 
eee toe. I se eNO ea ae. a eee 5 aie re ae Sr ee ea ec Rete. Sere ee ee te ne ae Me is 8, ae 
Bet eee Sen ue ea Ghai ae RS |= Ag nt ASE Serr eS see IB are, A eo a RS ee Sa athe Rah cos Oyen ais kc RRA Aap Cat Ne op ee aR oS Aca me ee ee i eee ys ae 
ao aoa a, t ‘ mee OS cere 
aia * bd rise <0 
‘icgtihetiae =189 
o au Saas 
aes ae 
‘eae a Ee 
Enon nates 
ere tg ae 
eas ° . i . 
pean) /. an 
8 ee Ss the beautiful receptionist pe 
eae ass 
or : cine aioe 
a ee es lll 
| aa ; me + oe ee ee 
ae: Ae 7 = Bei ery 2 Ee iad cree eon a i 
the en Ree aA Aa aay Bes a 3 Roa ae ae 
= tape iy ec a. . } . _- A 
Ree a ee eS ee Pes ~ gall’? Ss Meme ; 
ce i eee — oe ie YY 
Saas imi. Be SU Se ae ee = Oe et a 
eit, eatin oe Se Se, fOeo SY Sainte Sa ecient oem oa 
a aie al BN ee tee Sy Oo * Biel rome a a 
Sent ee. pai ae : ic GN Tare ‘eo : K ostice he 
Se i 4 : age) oe 7 ie aoe ae 
ee ge al - bes w\ tae = «a 
y ee a ast . 2 t ppl 
Boe . \ oo 9 2 acacia nat 
2 aie ~ be . . ae : toy Toe Ne , aga 
ie - . eee. ot Re es eas ee te 
ae ‘ . cose See Mis tae a oe ares a niki 
Sees: © an . 7 OEE = ae ee ea = 
; . +f! \\ i ek ; ; 7 
‘ + wpa P : AS weer 2 esl 
eect eer ‘ees Jot Tie e: ae 
= / i E x Bee aa ae 
mathe : ee i ve i Poses eae 
ee - or Tene sn | a 
p | aa Oe, cd ” oat 
a 
| + a 
| 
a q 
oe 
Ba aie, a 
ees ee ane 
ee ee 
ye ie 
“ 
oe ey ‘ : 
ae Le } te 
page AeRh 
oes Bee 
saliis ad 
ee ‘ale 
Renna ies 
ae me 
ics . | ee 
oe | | / 
i ; 
| eee 
i 
ic e | ee 
. “ w 
| ; 
| v 
: i.) 
ee 
| ¢ 
1 , 
| | oo 
Zs BP Bs 
eh ae me : 
a 
| 4 
| 
: | 
j 7 
ae 
e . . ; 4 iat ae 


The Washington Post continues to rank 
first in Washington and seventh in the 


United States in 


TOTAL ADVERTISING 
° . First half, 1961 
total advertising. Media. Records 
if 1. Los Angeles Times 39,393,946 


2. New York Times 31,281,517 
3. Miami Herald 28,101,125 


4. Chicago Tribune 26,685,017 
5. Milwaukee Journal 25.754,537 
6. Cleveland Plain Dealer 23,243,201 
7. The Washington Post 22,261,901 
8. Phoenix Republic 21,218,806 
9. New Orleans Times-Pic, 20,708,119 
10. Minn, Star & Tribune 20,359,792 


FIRST IN WASHINGTON 
IN CIRCULATION 
IN ADVERTISING 
IN AWARDS 


Member Newspaper Color Advertising, Inc, 
Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sowyer, Ferguson, Walker—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshua B. Powers, Ltd.—London; Senor G. Enriquez Simoni— 

Mexico City; Allin Assoc.—Toronto & Montreal; Hal Winter Co., Florida Hotel & Resorts, Miomi Beach; Tom McGill, New England Hotel & Resorts, W. Roxbury, Mass.; 

Lou Robbins, N. Y. & N. J. Hotel & Resorts, 1265 B'way, N. Y.; Grant Webb Co., Fin. Adv.—N. Y., Chic., San. Fran., Los Angeles, Seattle, Boston, Phila.; C. E, Starck, 
Pocono Hotel & Resorts, 86 E. Beverly Pkwy., Valley Stream, N. Y.; Puck, The Comic Weekly; Member, Metropolitan Sunday Newspapers, Inc, 
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House & Home said it in February 


“Desalting the ocean for drinking water, washing water, 
factory water and even irrigation water is next 
in the cards. 


“Desalting the ocean will remake the map of America— 
the homebuilding map, the industrial map, 
and the farming map. 


“This breakthrough comes none too soon. 


“New housing and new industry are being straightjacketed 
by water shortages all over the country... .” 


So said House & Home in February in an 8-page 
report on the coming breakthrough 
in getting fresh water cheaply from salt water. 


It is the most up-to-the-minute and most authoritative 
report that any magazine has yet published 

on desalting sea water... and it is just one more example 
of how and why House & Home spends more than a dollar 
a word to give its readers important and timely 
information on any subject (no matter how big 

or how complex) that concerns the further expansion 

of America’s biggest industry. 
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... the President said it in April, and again in June 


Two months after House & Home’s big story, 

the President himself underscored the importance 

and urgency of the program. 

Said he: “If we could ever get fresh water 

from salt water at a competitively cheap rate... 

it would really dwarf any other scientific 
accomplishment in the long range interest of humanity. 
And I am hopeful that we will intensify 

our efforts in that area.” 


In June, the President added: “I can think of no 
cause and no work which is more important... 
one of the great scientific breakthroughs of history.” 


Five days later, he asked Congress for more money 
to expand and accelerate Federal efforts 

to achieve the goal. In a letter to Congress, 

he said: “I know of no federal activity 

that offers greater promise of making a majot 
contribution to the ultimate economic well-being 
of all mankind than this program.” 


Treating important subjects importantly is why 
House & Home has won far more top awards 

for editorial achievement and outstanding journalism 
than any other business magazine. 


Treating important subjects importantly is why 
House & Home attracts the paid subscriptions 

of over 130,000 important housing professionals, 
the professionals whose help you need most to sell 
more of your products into new houses 

and into existing houses—to get your products 
designed in, built in, appraised in, financed in, 
delivered in, sold in. These subscribers can be 

and should be your indispensable second sales force 
to help you sell your products to homebuyers 

and to homeowners, your ultimate customers. 


So ask yourself these three important questions: 


1) Will these professionals give you all the help 
you need to make more sales? 


2) Do they know enough about your products’ quality 
and sales appeal to want to sell them for you? 


3) Are you doing all you should be doing 


to get your selling story across to these men 
whose help is so important to you? 


House & Home—and only House & Home—is read by 
almost everybody who could help you make more sales, 
so House & Home is mighty important to your selling. 


ouse 
ome 


the management 
magazine 
of housing 


published by time INC. 
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WTFM to Broadcast in Fall 
WTFM, Fresh Meadows, N. Y., 
will go on the air in September. 
Friendly Frost Inc., appliance and 
housewares chain which owns the 
| station, will also operate recording 
| studios as well as a hi-fi and ster- 
|/eo equipment salon at the fm 
broadcasting site. David H. Pol- 
inger, director of Friendly Frost’s 
broadcast division, will supervise 
| the new New York area fm station, 


which will be furnished with ster- 
eo equipment. 


Miami Ad Assn. Elects 

Erwin Harris, president of Har- 
ris & Co. Advertising, has been 
elected president of the Greater 
Miami Advertising Agency Assn. 
Other new officers are John Dey, 
exec vp of Grant Advertising, vp; 
and Andy Purcell, media director 
of McCann-Marschalk Co., secre- 


tary. The Miami Association has 
24 member agencies. 


Smith, Taylor Adds Account 

Smith, Taylor & Jenkins, Pitts- 
burgh, has been named advertis- 
ing and public relations agency 
for B. K. Elliott Co., Pittsburgh, 
manufacturer of reproduction pa- 
pers and distributor of engineer- 
ing, drafting and microfilming 
equipment. 
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Publishers’ Statements to the Audit Bureau 
of Circulations for the six months ended March 
31, 1961, confirm this newspaper's position as 


the second largest daily—morning or evening— 
in America’s second largest market and the 
largest evening newspaper in Western America! 


Herald-Express reader families constitute a 
“city” larger than the 1,096,500 population of 
Pittsburgh and Cincinnati combined! Are you ade- 
quately covering this market which has an EBI 
in excess of 2% Billion Dollars? 


Source: Sales Management Survey of Buying Power. Copr. 1961 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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NOW 
NO. 2 DAILY 
NEWSPAPER 
IN AMERICA’S 
NO. 2 MARKET 
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NET PAID CIRCULATION 
Publisher's Statement. 6 mos. ended 3/3/61 


Los Angeles Evening 


HERALD-EXPRESS 


Lorgest Evening Newspaper in Western America 


Advertising Age, August 14, 1961 


Buyers Muddled on 
Floor Covering, 

’ = 

Good House’ Finds 
New York, Aug. 9—Some man- 
ufacturers of flooring and floor 
covering aren’t doing the job they 
should do when it comes to clari- 
fying product differences for -con- 
sumers. 

That point was indicated in a 
report on a consumer panel on 
flooring and floor covering con- 
ducted by Good Housekeeping. 
The magazine queried 2,500 of its 
20,000 subscriber-panel-members, 
got a 73% reply, and found that: 


e@ Householders tend to generalize 
use of the word “nylon” to de- 
scribe any carpet made from man- 
made fibers, and “solid vinyl” to 
describe any resilient floor cover- 
ing. 


e The drive by manufacturers of 
vinyl, rubber and asphalt tile “still 
has a long way to go” in terms of 
promoting use in dining and living 
rooms. Only 7% and 4%, respec- 
tively, bought it for these areas, 
while the kitchen figure was 71% 
and the bath, 45%. 


= Good Housekeeping said the 
market for this product is “wide 
open” because “only 15% of re- 
spondents bought resilient flooring 
during the past year” and “30% 
have never purchased it at all.” 
Top carpeting preference among 
hame owners is wall-to-wall type, 
according to the magazine. Wool 
carpets, the second most important 
factor, is “overwhelmingly pre- 
ferred” for living room, dining 
room, den and master bedroom. 
There were 42% who said they 
would recommend wool to a neigh- 
bor or friend; 25% gave no reply; 
and the rest were divided on five 
kinds of man-made fibers. 


= The panel seemed in the dark 
on chemical fibers: 33% asked for 
facts on rug upkeep; 22% wanted 
to know about durability; 21% re- 
quested fiber comparisons; and 
16% checked off development and 
research data on new fibers. 
According to Good Housekeep- 
ing, a “surprise fact’”’ uncovered in 
the survey was that most women 
buy flooring and floor coverings 
after they buy furniture. Of the 
resilient-flooring buyers, 64% 
said they furnished their rooms 
first, and 74% reported buying 
carpets after furniture was set. 

A final poll note showed that 
52% bought resilient flooring at a 
floor covering store, but when it 
came to carpet-buying, only 24% 
went to a carpet store while 37% 
made their purchase at a depart- 
ment store. 

Copies of the Good Housekeep- 
ing panel report are available from 
the magazine’s research depart- 
ment, 57th St. at 8th Ave. # 


Monsanto Appoints Three: 
Revamps Marketing Service 

Monsanto Chemical Co., St. Louis, 
has appointed Dr. Arthur H. Schle- 
singer to the new position of assist- 
ant manager of sales promotion of 
the advertising and sales promo- 
tion department of the organic 
chemical division. 

Monsanto’s inorganic chemicals 
division has revamped part of its 
marketing organization. Technical 
service personnel who formerly 
worked on both customer service 


problems and the development of 
|new markets will now concentrate 
on customer assistance as members 
of various specialized product sales 
groups. A market development 
group also has been formed, with 
James C. Barnett, formerly man- 
ager of technical sales, as market 
development manager, and Roger 
G. Ditzel, formerly detergent su- 
pervisor, as market development 
supervisor. 
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In thirteen issues, this one magazine reaches 
73.3% of all U.S. homes 
and 90.4% of all homes 


with annual incomes 
of $10,000 or more.* 


e 
mt CIRCULATION 


The higher the family income, the 
heavier the Look coverage. This pat- 
tern—established for single-issue 
readership of Look in recent na- 
tionwide studies by A. C. Nielsen 
Company and Audits & Surveys 
Company—holds true in cumulative- 
issue figures reported by both re- 
search organizations. For example, 
the A. &S. study reveals that with 
thirteen issues LOOK reaches almost 


three-fourths of all the households in America (39,200,000 of them)... and more than 
nine-tenths of all U.S. homes earning $10,000 a year and over. In addition, the frequency 
of exposure to Look increases as family income goes up. While thirteen issues reach all 
Look households an average of six times each, they reach the $10,000-and-over homes 
an average of seven times. This peak penetration into top-income households is reflected 
in other areas. According to the survey, thirteen issues of Look cover 90.8% of 
all homes with clothes dryers... 91.8% of homes with electric floor polishers. ..93.0% 
of homes with pianos or organs...89.4% of homes with movie cameras...92.7% of 
homes with new cars purchased during the past two years. The ability not only to reach 
vast numbers of families but to concentrate that coverage among your best sales 


prospects is an important Look advantage. It is another mark of Look leadership. 
*A single issue of LOOK is read in over 32% of all U.S. households . . . and over 48% of homes with annual incomes of $10,000 or more. 
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LOOKING 


* Starch Consumer 


Magazine Report 
1961 


If you're raising your sights in 61, 
draw a bead on the premium men's 
market of nearly 1,300,000 Elks. 


AHEAD? 


Advertising to Elks is good business in any economic weather because they're affluent, 
acquisitive buyers—quick to react. Over Ys are business owners or officials—over 1/6 
are professional men . . . a consistently ideal market for heavy expenditures on business 
equipment and supplies, travel, clothing, photographic equipment, home improvements, 
appliances, luxury items, services. With their high median income of $8,709*, Elk house- 
helds own and replace just about everything at a record rate*. You reach, influence and 


sell them best in their own specialized publication ELK’s MAGAZINE—the only medium 
designed te exclusively serve the dynamic Elks market! 


Get a firmer foundation as business turns up, direct your sales messages to this premium 
men’s market. Cost/Per/Thousand?—about one half that of other Men's books. 


CIRCULATION: 1,285,420 (ABC 12/31/60) 
C/P/M: $2.37 


° New 386 Park Ave. South — 
e Chicago, 360 N. Michigan Ave. 
@ Los Angeles, 5909 W. 3rd St. 


crits MAGAZ Das 


Soe ee 
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wwiv hos daily Fee ay 
and in 36 


Michigan counties (NCS Ne. 3). 


The Fel yer Hations 


If you think that Southern and Central Michigan 
are the only IMPORTANT parts of this state, 
read this! 


WWTYV covers more homes in Northern Lower 
Michigan than are available in ten entire states* 
Ratings far exceed those of any other television 
station in this area—and to approach WWTV’s 
coverage in Northern Lower Michigan you wouid 
need 13 daily newspapers or 16 radio stations! 


Add WWTYV to your WKZO-TV (Kalamazoo- 
Grand Rapids) schedule and get all the rest of 
outstate Michigan worth having. Jf you want it 
all, give us a call! 


WKZO-TV — GRAND RAPIDS-KALAMAZO0 


WKZO RADIO — KALAMAZOO-BATTLE CREEK 


WWTV — CADILLAC-TRAVERSE CITY 
KOLN-TV — LINCOLN, NEBRASKA 


*WWTYV area has more homes than Alaska, Del., Hawaii, 
Idaho, Montana, Nev., N.H., N.D., Utah, Vermont or 
Wyoming. 


WWIV 


316,00 WATTS @ CHANNEL 13 @ 1282’ TOWER @ CBS and ABC 
Officially Authorized for CADILLAC-TRAVERSE CITY 
Serving Northern Lower Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


Advertising Age, August 14, 1961 


Getting Personal 


Ron Butler, pr director of Esquire Inc., is atwitter about his better 
half, Tracy, being selected as one of the six 1962 Miss Rheingold 
finalists. (Yes, it’s all right for “Miss” Rheingold to be a Mrs.). 
Tracy, who’s been a Miss Sub- 
ways and a Miss Milkshake as 
well, was assistant to Good 
Housekeeping’s managing edi- 
tor, Jack Danby, until last 
May... 

Travel Note: Ed Miller, pub- 
lisher of McCall’s, reports that 
daughter Amy, 9, traveling 
through Europe with her 
mother and grandmother, has 
broadened her scope: Her last 
letter bore the return address: 
“Amy Miller, Europe, the 
World.” Also along are Chris, 
15, and Eric, 11. Ed joins the 
family this month... 

Thelma Hepburn, publicity 
boss at Newsweek, has left 
work to await the baby that’s 
due Feb. 1... 

Croswell Bowen’s oldest 
daughter, Betsy, is following 
her father’s literary lead. She 
won first prize in the 1961 
short story contest for Scho- 
lastic’s “literary cavalcade” issue, and the story has since been trans- 
lated into braille for Searchlight magazine. She’ll be a senior at 
Chappaqua, N. Y., High School this fall, is studying in France at the 
University of Rennes this summer. Father, the author of five books, 
is director of information at Compton Advertising... 

On Sept. 9 Mary Anne Cohan, actress, will become the bride of 
Nicholas Gibson, tv art director-producer at Foote, Cone & Belding, 
New York... 

Corrine and Joseph K. Coleman (he’s eastern ad director of Show 
Business Illustrated) have a new son, Nathaniel, born July 28... 

Paul Stoddard and his wife Margaret have evened things up with 
the birth of a new son, Peter, at Good Samaritan Hospital in Los 
Angeles Aug. 1. The new addition makes three boys and three girls 
for the KFWB account exec and his wife ... Ray Garard of the 
Clinton E. Frank research department and his wife May named 
their 5 lb., 15 oz. addition Glee. She was born July 27 at Chicago’s 
Presbyterian St. Luke’s Hospital . . . 


General Outdoor 


BONNIE 
LINDHOLM 


MERGER wanenee—tivele Stone, head of the outdoor department of Leo 

Burnett Co., and Bonnie Lindholm, an agency secretary, who were 

married recently, thought news of the wedding had not been told 

but on the way to their new suburban home, they were greeted with 

this sign posted by General Outdoor Advertising Co: along Chi- 
cago’s Northwest Expressway. 


Tracy Butler 


ar 


THER 
nego 


Raymond A. League, owner of Raymond A. League & Associates, 
Chicago advertising and pr agency, and former assistant ad manager 
of Johnson Publishing Co., was initiated recently into Alpha Delta 
Sigma... 

Harry Lee, vp of J. Walter Thompson, San Francisco, has been 
named chairman of the publicity committee of that city’s 1961 
United Crusade ... F. Van Konynenburg, exec vp of WCCO sta- 
tions in Minneapolis, has been named president of the Minneapolis 
Downtown Council, business men’s organization to promote and 
develop the city .. . Gene K. Walker, head of his own San Fran- 
cisco agency, has been elected to the board of trustees of Stanford 
University. He’s been an active alumnus for many years, serving 
on the alumni executive board and with the Stanford Associates .. . 

Ford Stewart, publisher of Christian Herald, is receiving congrat- 
ulations on the birth of a grandson, Ford Mackinnon Stewart, in 
Champaign, Ill. The father is James Stewart of McGraw-Hill Book 
> AP 

In the first annual pro-amateur golf championship tournament 
held July 31 at Onwentsia Country Club in Lake Forest, I1l., John J. 
Louis, director of international marketing of S. C. Johnson & Son, 
teamed up for the charity play with his brother, Mickey, and pro 
Mike Souchak. Proceeds from the tourney went to Children’s Me- 
morial Hospital. Another adman in the tournament was Chuck Win- 
ston, senior vp and Chicago manager of Foote, Cone & Belding... 

Anthony Patricelli, Hartford advertising and marketing counselor, 
recently completed a play, “Domenic,” which he hopes to have pro- 
duced shortly .. . 

Adele Roy, pr director of Marks/Rifkin ad agency in Beverly 
Hills, was married July 28 to Hollywood cinematographer Henry 
Freulich. Best man was actor Lew Ayres... 
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To a seller of furniture, there are only two 
kinds of people in a market. Those who buy. 
And those who don’t, can’t or won’t. 

The problem for a furniture advertiser is 
how to reach more of the right kind. And in 
Chicago, that’s easy. Most of them read the 
Tribune. In city and suburban households, 
71% of the furniture buyers read the Sunday 
Tribune; 56% read the Daily Tribune. 


HOUSEHOLD COVERAGE OF FURNITURE BUYERS 


SUNDAY TRIBUNE - 71% 


cS 
*~ 
4a 


The Chicago Tribune reaches 
the right kind of people 


DAILY TRIBUNE - 56% _ Ond Daily adds 21% 


MORE READERS...MORE BUYERS...MORE RESULTS 


THE TRIBUNE GETS ‘EM IN CHICAGO! 


*And if you do sell furniture, our new MARKET POWER 
study is packed with information about your kind of 
buyers. Call a Tribune representative for the full story. 


Now maybe you sell freezers, food or 
foreign cars instead of furniture.* It doesn’t 
matter. The Tribune will still deliver a larger 
audience of actual buyers than any other 
Chicago newspaper. 

You’ll sell more to the right kind of people 
—the people who buy—when you use the 
Tribune in Chicago. 


2nd Sunday 
adds 14% 
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PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


PAINTER & MUSICIAN—More than 50 one-minute com- 
mercials will be aired beginning in mid-October and 
continuing through mid-December over 105 tv sta- 
tions in the U.S. and Canada for Kenner Products 
Co., Cincinnati, toy manufacturer. The films were 


shot during a recent eight-hour session in the St. 
Louis Zoo, where the famed zoo chimpanzees dem- 
onstrated Kenner’s Presto Sparkle paints (left) and 
Play-a-Tune, a new musical toy. Leonard Sive & 
Associates, Cincinnati, is the agency. 


a bi ad 
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FINAL PERCH—This is the new home of William F. Finn & Associates 


¢ : —— € . e e é ‘ 
: es o* . Oy: Se eee hae SSS ne of Tyler, —- The incl has on on four moves in its 15 years of 
Gupnnter Suitine O@atenbeey Ripley existence and says it “ends its flight” with the new address. The 


address, according to the agency, is 2028 Loop 323 or “The Loop at 


COFFEE AND CAKE—Helping John A. Ripley, president, John A. Ripley The Troup.” 


Advertising, Los Angeles, cut the cake for the agency’s 15th birth- 

day are Alan Carpenter, account executive, and—representing one 

of the agency’s original clients, Sierra Electric Corp.—Lee T. Bord- 

ner, president, and Jack Quisenberry, advertising manager. The 

other original client still with the agency, Baker Oil Tools, was rep- 

resented at the celebration by Donald L. Sewell, advertising man- 
ager (not shown here). 


BODY CuRE—This attractive miss has 
been given the title of “Miss Body 
Cure” by Poly-Chemical Corp., 
Chicago, which is introducing 
Body-Cure, a plastic filler for auto 
body and marine repairs. 


Freant $1.00 KEY CHAIN and 
RAIN HAT HOLDER! 


tek” 


COMBINATION PACKS—Northam War- 

ren Corp. will introduce price pro- 

motions for “bargain hunters” this 

fall. The Odo-Ro-No pack offers a 

$1 key chain and rain hat holder 

with an 89¢ size of the product at 
the special price of $1.21. 


in about a dozen countries have sent in 10¢ for a 20-page booklet, 
“How I Shot the Miranda Ads,” which shows many of the ads, some 
rejects, and describes the problems encountered by Mr. Reiff. 


ii 
& 


COME SEE MIRANDA—These photographs were taken by Hal Reiff to il- 
lustrate Miranda camera ads, placed by Kameny Associates. Interest 
in the photos has been so strong that more than 3,000 photographers 


WU 


¥ ie 


FLIP FOR ALUMINUM—These scenes are from an arresting commercial which Aluminum 
Co. of America, Pittsburgh, ran on “Alcoa Presents” on ABC-TV Aug. 1. Going one 
step beyond the squeeze motion technique, the tv picture area is divided into ten equal 
vertical sections, which flip with a definite beat to give the feeling of movement. The 


80-second spot shows various people hurrying to see the 1962 National homes featur- 
ing aluminum construction. Alcoa may repeat the commercial later. It was produced 
by Ansel Films through Aluminum Co. of America’s agency, Fuller & Smith & 
Ross, Pittsburgh. 
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Ask any Publisher 


HIGH SUBSCRIPTION RENEWALS 
MEAN HIGH READER REACTION! 


Any publisher will tell you that high subscription 
renewal rates mean high reader interest—and high 
reader reaction to editorial matter as well as to ad- 
vertising messages. 


We'll tell you the same thing, plus some interesting 
facts about why AUTOMOTIVE NEWS’ 43,000 
subscribers insist on giving us the highest renewal 
loyalty rate of any publication serving the multi-mil- 
lion dollar automotive market. 


For the past 10 years, more than 85% of AUTO- 
MOTIVE NEWS subscribers have renewed without 
pressure from a field sales force, without cut rates, 
premium offers or other special inducements. 


Last year alone, 87%* of subscribing automotive 
manufacturing executives, car and truck dealers, serv- 
ice managers, jobbers and other key influences re- 
newed at the regular $9 a year rate. Obviously, 
they're getting their money’s worth of news vital to 
their particular phase of the business, as well as com- 


plete, accurate reporting of other information about 
the nation’s bellwether industry. 


Our Representative in your area can support with 
facts what you’ve probably heard: That AUTOMO- 
TIVE NEWS is seen every Monday morning on the 
most important desks in the industry. If your sales 
story should be seen by the men behind those desks, 
call soon—and let AUTOMOTIVE NEWS start 
making the week’s first sales calls for you. 


*87.04 of the subscriptions that expired during the 


The Most Influential Publication 
In the Automotive Industry 
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12 months ending April 30, 1960 renewed. Source, 
ABC Publisher's Statement. 


REPRESENTATIVES: 
DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
965 E. Jefferson, Woodward 3-9520 


NEW YORK: Edward Kruspak, Howard E. Bradley, 51 E. 
42nd St., Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, 360 N. Michigan 
Ave., State 2-6273 


SAN FRANCISCO: Jules E. Thompson, 681 Market St., 
Douglas 2-8547 


LOS ANGELES: Robert E. Clark, 6000 Sunset Blvd., Holly- 
wood 3-4111 
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General Mills, Best Foods 
Offer Retund, Set Drive 

General Mills and Best Foods 
are teaming up to offer West 
Coast consumers a 35¢ refund on 
Betty Crocker buttermilk pancake 
mix and Karo syrup in the fall. To 
receive the refund, customers must 
send in a specially flagged box 
bottom of pancake mix plus the 
front label from any bottle of Karo 
syrup. 

Ads featuring maple pecan pan- 
cakes will begin in late August 
with a back cover ad in the Sep- 


tember Sunset Magazine. This will 
be followed by four-color page ads 
in Sunday supplements and sever- 
al western newspapers. During the 
week of Sept. 3, 1,000-line b&w ads 
will run in 26 dailies. Advertising 
is being handled by Batten, Bar- 
ton, Durstine & Osborn. 


Foote, Cone Names Four VPs 

Foote, Cone & Belding, Chi- 
cago, has appointed four vps. They 
are Duane C. Bogie, account super- 
visor; John E. O’Toole, John B. 
Rand, and Donald B. Williams, all 
copy group heads. 


Florida Citrus Sets 
Oct. 11-12 Dates for 
Agency Presentations 


LAKELAND, Fia., Aug. 9—The 
Florida Citrus Commission has de- 
cided on a 30-day delay in hearing 
presentations by advertising agen- 
cies, it was announced by Homer 
E. Hooks, general manager. 

Mr. Hooks said the extra period 
would give the agencies ample 
time to prepare their presentations. 

The new dates for presentations 


FOR INSURED 
SALES RESULTS 


AMERICA'S 
ONE-STOP 
POINT-OF-SALE 
CENTER 


A TYPICAL 
DEALER KIT 
DESIGNED AND 
PRODUCED BY 
CHICAGO SHOW 
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Exciting Window and Store Front Displays 
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C@> deas tat sell at the point of sale 


Featured here is the result of complete one-stop display service at CSP—an entire coordi- 
nated display promotion for U.S. RUBBER, celebrating their Golden Jubilee. It is now 
being shown at tire dealers across the nation. Your own pay-off advertising at the point 
of sale can be made more effective through the complete one-stop display service of CSP. 
That’s because we have complete facilities to do the whole job—create, design, produce— 
a single display, a special or seasonal promotion, or a year-round program. We also produce 
displays of every material—you name it—and complete dealer kits, too! Whatever your 
product or market, we can do the whole job—from idea to distribution—and do it better! 
For new brochure packed with ideas that sell, write us. 2635 North Kildare, Chicago 39, Ill. 
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are Oct. 11-12. Previously, the 
commission had announced it 
would hear from the agencies on 
Sept. 13-14. 

In a surprising move the com- 
mission announced it was issuing 
invitations for bids on its $3,100,000 
consumer advertising account 
(AA, July 31). Benton & Bowles, 
‘New York, has had the commis- 
sion’s prime advertising contract 
since 1955. 


= It is up to the commission to 
decide when presentations from 
agencies will be invited. During 
the past two years, the Florida 
Fresh Citrus Shippers Assn. has 
asked the commission on two occa- 
sions to invite presentations. Both 
requests were declined. 

However, last week the commis- 
sion made public its intentions of 
inviting bids for the account. 

Mr. Hooks said that 18 question- 
naires had been mailed to agencies 
so far, and probably a half dozen 
or more would be mailed later. 

Deadline for return of the ques- 
tionnaires is Aug. 11. 

A screening committee will then 
go over the questionnaires which 
have been returned and select five 
agencies which will make pres- 
entations before the commission. 


= Members of the screening com- 
mittee are: Commission Chairman 
Key Scales Jr.; commission mem- 
bers Sam A. Banks and Bruce W. 
Skinner; and staff members Frank 
D. Arn, director of advertising and 


merchandising; Hal S. Gardner, 
advertising manager, and Mr. 
Hooks. 


Mr. Hooks said the commission 
has had “excellent response” from 
the agencies so far. He said the 
largest agencies in the country 
have responded to the invitation 
for bids on the account. 

“A wide range of agencies from 
the largest to the smallest is rep- 
resented,” he said. + 


Cherie Lee Appointed 
VP of McCann-Erickson 

Cherie Lee, associate creative 
director of McCann-Erickson, Chi- 
cago, has been 
named a vp of 
the agency. 
Miss Lee is the 
first woman vp 
in the history of 
McCann’s Chi- 
cago operation, 
and the sixth 
woman vp of 
Interpublic Inc. 

Before join- 
ing McCann 
three years ago 
Miss Lee was 
senior copywriter at Earle Ludgin 
& Co., Chicago. 


Cherie Lee 


Normond Linder Names Rubin 

Stanley H. Rubin, formerly ad- 
vertising manager of Green Dol- 
lar Nursery Chain, has been ap- 
pointed account executive of Nor- 
mond Linder & Associates, Los 
Angeles agency. 


Mandabach & Simms Adds Two 

Mandabach & Simms, Chicago, 
has been named to handle adver- 
tising for Hong Kong Teakwood 
Products Co., Chicago, and Simp- 
son-Bosworth Co., Chicago, furni- 
ture manufacturer. 


| ANY 
INDIAN 
| IN FARG 


Only 7 Indians left, but there's 
plenty of wampum .. . nearly 
$200 million Effective Buying 
Income in the Fargo-Moorhead 
Standard Metro Area, where you 
get 99% coverage with 


THE FARGO FORUM 
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FREE Tete TOOTHBRUSHES 


“FoR all YOUR Gil 


LOREM! 


4 


Get a free TEK 
toothbrush for 
every child in 


your family... 


HO MATTER 
HOw MARY 


Buy two TEK Initial toothbrushes 
at regular price—two for $1.78— 
get two 33¢ TEK Youth tooth- 
brushes free—plus a coupon that 
lets you get a free youth brush for 
every other child in your family. 
Offer expires September 30,1961. 


Appearing in TV Gurpk, this 2-color ad for Tek toothbrushes encounters more 
Young Marrieds (18-34) than it could in any other magazine, bar none. What’s 
more, T'V GuIDE makes over 3,000,000 weekly sales right where Tek tooth- 
brushes are bought—in America’s drug and food stores, including every major 
chain. Whether you sell toothbrushes or toothpaste, snacks for 
the evening hours, or cereal to start the day right, TV Guipe can 
provide the brand of results that your brand of product deserves. 


Best-selling weekly magazine in America 
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Mail this ELGIN idea coupon now! 


FOR PROVEN WAYS TO SPARK SALES, 
SPUR INTEREST IN YOUR PRODUCTS OR SERVICES 


Send me information about Elgin watches for use as: 


[_] Sales incentives [_] Service Recognition [_] Dealer Loader 
1] contest Award [[] Der ‘Please describe) 


[_] Jobber incentive 


FREE: New book, “Service Recognition,” tells in de- 
tail how to operate a successful employee recogni- 
tion program. Most complete book of its kind. (Check 
Service Recognition, above.) 


MAIL TO: Elgin Premium Department P-2, Elgin National Watch Company, 
Elgin, Illinois. Phone: SHerwood 2-3300 


Your Name 


opens doorafterdoor after door after door afterdoor afterdoor 


account 


WESTERN PACIFIC'S 
QNEW) 
RETAILERS 


POLICY 


ye ae ~ 
Now you can sell one policy that covers all 
these: fire, allied perils, crime, ability, busi 
ness interruption or rental income, business 
medical insurance and more! You can offer as_ 
high as 20% savings to retail store owners 
Gets you new business, new profits that stay 
's for years to come. Western 
ite representative today 


DOOR OPENER—Western Pacific Insurance, Seattle, 

insurance trade publication campaign with this b&w announcement 

for the “retailer’s policy.” Other ads in the series will feature the 

“motel owner’s policy” and the “apartment owner’s policy.” Bots- 
ford, Constantine & Gardner, Seattle, is the agency. 


then 
locks 
each 


to you 


7107 WOODLAWN AVENUE 
SEATTLE 15, WASHINGTON 


WESTERN PACIFIC INSURANCE 
SEATTLE PORTLAND SPOKANE 
YAKIMA WALISPELL SALT LAKE CITY 


your 


will begin a new 


Company 
Address 
City 
Zone 


oe ee Se SS Oe Se a 


prestige can 
build your 
premium program 
and service © 


. 
ie 


jand the number of ads on each 


Oil Fuel Institute | 


Drive ‘In the Bag’ 
for This Season 


New York, Aug. 9—The Na- 
tional Oil Fuel Institute, after a 
year’s layoff, is once more getting 
fired up over grocery bags as an 
advertising medium. 

Two years ago the institute and 
its chapters circulated 28,000,000 
sacks with oil heating’s message 
enscribed on them. This year, the 
institute is warming up for an 
equally big push. 

The program, prepared in asso- 
ciation with Salesbag Promotions 
Inc., Ardsley, N. Y., gives mem- 
ber chapters a choice of two 
ads. They pick out the one they 
want, the marketing area to be 
covered, the period of circulation 


bag, and advise the institute. The 
institute contacts Salesbags Pro- 


motions Inc., which lines up food | 
chains to distribute the ads on the | 
bags. The institute takes care of | 
| the billing. 

Rates for two-color ads vary 
from $5.75 per 1,000 for 100,000 
(about two weeks distribution in | 
10 large supermarkets) to $3.95 | 
|}per 1,000 for 1,500,000. 


® The campaign will run through 


autumn’s chill. 
The institute explained that its 


| includes radio, tv, newspapers and 
billboards, is a 50-50 co-op ar- 
| rangement, but it emphasized that 
|it has no “tie” over how its mem- 
i spend the money. 


s The resutts of the institute pro- 
|motion were gratifying enough to 
| persuade the American Gas Assn., 

however, to try the same thing 
| this year, with “moderate” suc- 


| cluding capital gains, were $4,504,- 


. } 
advertising program, which also| 


cess. The association has a four- 
section program, with bag ads for 
ranges, water heaters, dryers and 
house heating facilities adapted 
from two-color, 24-sheet posters. 
Salesbag Promotions handles ar- 
rangements directly for AGA 
members. The association does not 
have any co-op plan. 

Other heating association and 
public utility companies to carry 
the bag promotions this year are 
Public Service Electric Gas Co., 
Newark, N.J.; Con Edison, New 
York; United Illuminating Co., 
Bridgeport, Conn.; Ohio Fuel Gas 
Co., Steubenville; Brooklyn Un- 
ion Gas Co.; and the Erie, Pa., di- 
vision of Pennsylvania Gas Co. # 


AB-PT Reports Ist Half 
Net Profits Increase 

American Broadcasting-Para- 
mount Theaters, New York, re- 
ported record net operating prof- 
its estimated at $5,694,000 for the 


first half of 1961, compared with | 


$5,653,000 for the similar period of 
1960. Net profits, including capital 
gains, climbed to $11,843,000 from 
$6,981,000 for the 1960 half. 

For the second quarter, net op- 
erating profits were $2,269,000, as 
against $2,317,000 for the compara- 
ble 1960 quarter. Net profits, in- 


000, up from the $3,601,000 in 1960. 
Second quarter capital gains were 


February, 1962, when interest In| principally from the sale of AB- 
heating fuels begins to lose its| pj's stock holdings of Microwave 
glow. So far, five chapters (or | 
markets, as the institute likes to| quced by establishment of a $2,- 
call them) have signed up, but the | 990,000 reserve against foreign in- 


institute thinks demand will really | vestments. 


| warm up with the approach of| 


| Glandbard Joins North 

Max Glandbard, formerly of the 
tv production staff of Kenyon & 
New York, has been 
| named tv producer-writer of North 


Associates. These gains were re- 


Eckhardt, 


| Advertising, New York. 


| WIR Appoints Habermas 


Robert A. Habermas, formerly 
sales promotion manager of Walk- 
er & Co., Detroit, has been ap- 


pointed to the sales department of 


WJR, Detroit. 


“LARAMIE” MAKES THE MOVE 


FROM BLACK & WHITE TO COLOR TV 


This Fall ‘‘Laramie’’ catches 


the great outdoors in “Living 


Color.’’ A great show becomes even greater. The trend is 
to color. Are you with it? Learn more about color TV now. 
W. E. Boss, Director, Color Television Coordination, 


RADIO CORPORATION OF 


AMERICA, 30 Rockefeller 


Center, New York 20, New York, Tel: CO 5-5900 


Advertising Age, August 14, 1961 


McGraw-Hill 
publications reach 
your most important 
customers and 
prospects in these 
major markets: 


AEROSPACE 
Aviation Week and Space 
Technology 
ARCHITECTURE 
Western Architect & 
Engineer 
APPLIANCE-RADIO-TV 
Electrical Merchandising 
Week 


ATOMIC ENERGY 
Nucleonics 


BUSINESS MANAGEMENT 
Business Week 


COAL MINING 
Coal Age 


CHEMICAL PROCESS INDUSTRIES 
Chemical Engineering 
Chemical Week 


CONSTRUCTION 
Construction Methods & 
Equipment 
Engineering News-Record 

DISTRIBUTION-INDUSTRIAL 
Industrial Distribution 


ELECTRICAL CONSTRUCTION AND 
MAINTENANCE 
Electrical Construction & 
Maintenance 


ELECTRICAL GOODS 
Electrical Wholesaling 


ELECTRICAL UTILITIES 
Electrical World 
Power 
Electrical West 


ELECTRONICS 
Electronics 


INSTRUMENTATION AND CONTROL 
Control Engineering 


MANUFACTURING PLANT OPERATION 
Factory 


METAL & NONMETALLIC MINING 
Engineering and Mining Journal 
E&MJ) Metal & Mineral Markets 


METALWORKING 


American Machinist/Metalworking 
Manufacturing 


OFFICE TRAINING 
Today's Secretary 
Business Education World 


PETROLEUM 
National Petroleum News 


POWER 
Power 
Electrical World 
Electrical West 


PRODUCT DESIGN 
Product Engineering 


PURCHASING-INDUSTRIAL AND BUSINESS 
Purchasing Week 


TEXTILES 
Textile World 


TRUCK AND BUS FLEETS 
Fleet Owner 


OVERSEAS PUBLICATIONS 
International Management 
(Latin America and European 
Editions) 

The American Automobile 

El] Automovil Americano 
Ingenieria Internacional 
Industria 
Ingenieria Internacional 
Construccion 
Metalworking Production 
(London) 
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Buses 1S always better for those who 


bj 


go after it. Today _..and every day... 


you can sell hard with consistent 
advertising in the McGraw-Hill publications 
read by key men in your major markets. 


McGraw-Hill 


ee = eon ma © TO RUS 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 
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JWT Study Traces 
50-Year Shift from 
Farm to Suburbs 


New York, Aug. 8—In 1910 the 
typical American lived on a farm; 
in 1930, in a small town; today in 
the suburbs of a metropolitan city. 

This shifting of population is 
documented in a massive market- 
ing study of the U.S. just com- 
pleted by J. Walter Thompson Co. 
Titled “Population and Its Dis- 
tribution: The U.S. Markets,” it 
has been published by McGraw- 
Hill as a $24 489-page tome. 

The study presents the 1960 
census figures and latest retail 
sales statistics in their “most usa- 
ble form” to paint a meaningful 


situation in the U.S. It 


e 
picture of the current marketing | OS 
is the) 


eighth edition of population stud-| 


TWO THIRDS 


...and more of 


SOUTH CAROLINA’S 


Write now and ask the 
newspapers listed below or 
their representatives 

for new MARKET DATA 
BROCHURE. See their 
effective coverage of 

South Carolina . . . more 
than two-thirds of your 
sales potential in this state 
in every category. 


Repr. Ward-Griffith Co. 


COLUMBIA 
State and Record 
Repr. The Branham Co. 
CHARLESTON 


News & Courier and Post 
Repr. The John Budd Co. 


ies first published by JWT 50 
years ago. 


® Among the population trends 
discussed: 

e Of the 28,000,000 population in- 
crease in the past ten years, 24,- 
000,000 are concentrated mainly in 
199 major marketing areas which 
account for about 70% of the na- 
tion’s total retail sales. 


e Of the 24,000,000 new residents 
in the metropolitan markets, 23,- 


000,000 (or 96%) are suburbanites 
living in areas that were not sub- 
urbs in 1950. 

e The 22 major metropolitan mar- 
kets grew 25.6% compared to the 
national rate of 18.5%. 


e Of all the regions, the Moun- 
tain and Pacific states grew the 
fastest, increasing by 7,900,000 
people. The South nearly equaled 
this gain with an increase of 7,- 
800,000. 


e Although California had the 


largest actual growth (over 5,000,- 
000), Florida has the fastest 
growth rate. 

The book lists the top markets 
in order of importance, giving 
summary information for 753 mar- 
kets. Trends in the age of the pop- 
ulation are also discussed, as are 
household and family formations. 
In anticipating the population 
growth for the ’60s, the book es- 
timates an increase of up to 35,- 
000,000, or “the equivalent of add- 
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ing a new 1960 Detroit each year 
to the market.” # 


KTNT-TV Names Miller, Cary 


Keith Miller, formerly Pacific 
Northwest station relations repre- 
sentative of Sesac Inc., has been 
appointed general sales manager of 
KTNT-TV, Tacoma, Wash. Mi- 
chael Cary, formerly a member of 
the sales staff, has been named 
national sales manager of the 
station. 


R92 


chances-to-sell 
per dollar 


f 


Che PR a See a eee Oe 


Bo 1 Seems: 1c fe ages eee ie: Una era Eergpemme ys AR Es oo a “eM ee ok eee * < eke PS RR MO ae SN a ae RO en he ee Sa: eed os eh TEL, RE AS a ee ms, na ‘, 
. Sg ses cae een ier ene 7 Bree ae aes” se) ee os aie cd ee Ralg Ro, pete Je a Ae te RD Ai eee. ote eee ee). ee 
Deets ners eee Caneel ae 5 ey ae Haka yet, see he en eee pee ei: a aes Be 8 a. ee: ese Sars aa ae * aoe a es es ai Ses ae oes Sa te ames ies 2 Sioa ‘a ee vitor ete ef BS 
sia: lea ee ia So, cy oa Bis le leg alae pine Nadie se op PR as oma Mecca soy aes es eae ETN ae. SDR i Wea a Ai Wah ty rec cma aS te ieee ems 4 Ss eat ere hl ay 
poi eae Fo | pea le Neg tees ee ia Be ac Ae ae =. Bel ‘ceeaa ala saan a Ein igen \ ARES ee a ee a er eee. Sie joe Ba UR Meee OO a eerie Siri a = ates are Teena, Bes ae cm ae 
et ae ies Ne oe eee SiR sateelae 5 oe Sate eee tae ae es oe ee ame ee eee * 2a 
et i . j : ae esse ae hegre eer ee ate Decale 
ee ge 
: = + 
het 30 ae 
ge es 
ea Beet 
| oe 
_ Nee = a a0 
‘gies LE ST a ee eT a Be a fe 
rt | 2 
ae iF ea Saas 
Re | eet 
Sad 4 ; : 
f : 4 rf al oe ae: ee - ease is 3 ate es so aac a ; ee? oa * = , 
si i ee a es oe Siei ms : ew eae: 
ae ¢ ’ me ° i ig ‘ dle 
a , : . ” £3 = 
| ; mf... , \ _— 
qf we t~ on je | eae > yo) & 
os ; — S ft ae ; 
, Finck “ A « 4 —- oe 
oe 
i pillion | ii 
ee $3.0 5 v — . i 
of “INCOMES | —S- = 3 oe 
Bbeehase st mee a : “ae, 2 4 ‘ S pa S 4 : 
. : eee? ete ' eatin See >: Poay, q ee ie *: ~ < . ; 
x9 billion a hm © , 
esti ae ; _ a fs A 
ae fe i ns 3 a ~ ia ‘i . ay Reon 
| per dollar os —, — ae ae ~ 4 ) 
aaa Sia ak uae Nie ae ane ep eee : 
. ‘2 a, e 
fa re GaN al ‘ 
ioe an LOO F raps. = se x 
\ized C. | D. , ‘ 77 | 
' be i ea % es a 
ual One ae : Be E : : ‘ : 
a ko, * q z,. € . 
DISCOUNTS FOR ' 4 9 * 728 i 4 
; FREQUENCY LW L a | a. | a [ . 
os OR BULK, WITH ro ~= —_ >” eo 
Be SAVINGS UP TO chances-to-sell F - a Js — = 
e os a - 
} yours with... = | 
ee * 4 
ce e — ; 
a * ress? A Bap ath eS oe “fi 
sia 3 “e . 
| GREENVILLE a . aes , 
i Boe c Bg 
News and Piedmont Ee = ae) yg 
eC oh : ]l | 2S pase M i@ ~ Cae 
| dollar | = = a 
per ; 7 rs tas 
a igi . 5 . ee, 5 : = a. te J Z > : : ’ : ; : ‘ i ri ay, ss 


Advertising Age, August 14, 1961 


Hillinck & Associates Opens 

William Hillinck, formerly on 
the Hollywood staff of Young & 
Rubicam, has established Hillinck 
& Associates, San Francisco pro- 
motion company. Offices will be at 
112 Market St. 


Niefeld Elected Frank VP 

Dr. Jaye S. Niefeld, marketing 
director of Clinton E. Frank Inc. 
Chicago, has been elected a vp of 
the agency. 


Borden Co. Forms 
Corporate Marketing 
Services Department 


New York, Aug. 8—Borden Co. 
last week formed a corporate mar- 
keting services department, an- 
nounced plans to buy Greenwood 


,| Foods Inc., and appointed a prod- 


uct manager for its Marcelle cos- 
metics. 


Robert E. Kahl, formerly exec 
vp of marketing, sales and distri- 
bution for Borden Foods Co., has 
been appointed head of the newly 
formed corporate marketing serv- 
ices department. The new depart- 
ment was set up to provide 
marketing services to various 
operating divisions “because of the 
increased complexities of market- 
ing,” the company said. 


s Greenwood Foods Inc., Water- 
loo, N. Y., which claims to be the 


nation’s largest packer of red cab- 
bage and pickled beets and a han- 
dler of glassed spiced fruits, plans 
to sell its properties and assets to 
Borden, pending stockholder ap- 
proval Aug. 26. There will be no 
changes in management, policies 
or personnel, under terms of the 
plan, and the business will be- 
come the Greenwood Foods di- 
vision of Borden. S. R. Leon Co., 
New York, is Greenwood’s agency. 

Howard E. Jordan, formerly with 


double your 


chances-to-sell 


to home remodelers 


—with each dollar you invest in the Digest 


Every time an advertisement is looked at, it has 
a chance-to-sell. Nationwide research by Alfred 
Politz has measured these chances-to-sell to 
people in families which expanded or remodeled 
their homes recently: 


In the Digest: 12,708,000 
In the Post: 6,343,000 
In Life: 5,242,000 
In Look: 4,504,000 


Chances-to-sell to these buyers per dollar with a 4- 
color page are illustrated at the left. Again there’s a 
two-to-one spread . . . typical of the advantage you 
get advertising any type of product in Reader’s 
Digest. 


What about TV? Because TV audiences have not 
been measured accurately for proven prospects, com- 


parisons must be based on chances-to-sell to the 
entire audience. On this basis, a 4-color Digest page 
gives you 60,947,000 chances-to-sell, or 1401 per 
dollar. TV provides only 17,419,000, or 613 per 
dollar (with a commercial minute on the average 
nighttime network TV program). 
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Northam Warren Corp. as product 
sales manager for Peggy Sage cos- 
metics, has joined Borden’s phar- 
maceutical division as product 
manager of Marcelle hypo-aller- 
genic cosmetics. # 


Palmer Adds.Two Accounts 

T. N. Palmer & Co., New York, 
has been named to handle adver- 
tising for Construction Methods 
& Equipment, published by Mc- 
Graw-Hill Publishing Co., and for 
the Insurance Information Insti- 
tute, New York. Russell T. Gray 
Inc., Chicago, formerly handled 
Construction Methods 


Ahrens Names Kusik for Ohio 

John E. Kusik has been appoint- 
ed Ohio advertising representative 
of Ahrens Publishing Co., New 
York, publisher of Restaurant 
Management, Hotel World-Review 
and Restaurant Equipment Dealer. 
Mr. Kusik will also represent Can- 
ada’s Restaurants & Institutions 
magazine. 
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ONE 
newspaper 
covers the 
+.Paul "Half 


> PAUL 


PIONEER PRESS 


| Representatives 
RIDDER-JOHNS, INC. 
New York - Chicago - Detroit 
| San Francisco - Los Angeles 
| St. Paul - Minneapolis 
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“SING ALONG WITH MITCH” 
IS ON COLOR TV AGAIN 


Maestro Mitch Miller returns his smash musical hit to 
color again this season. The trend is to color. Are you 
with it? Learn more about color TV now. W. E. Boss, 
Director, Color Television Coordination, RADIO COR- 
PORATION OF AMERICA, 30 Rockefeller Center, New 
York 20, New York, Tel: CO 5-5900 


Land Developer's Ads 
Push Posh Homes 
to Sell Home Sites 


Cuicaco, Aug. 8—Arthur T. Mc- 
Intosh & Co., land developer, cur- 
rently is running a newspaper 
campaign featuring $50,000-and- 
up homes to sell a community. 

Purpose of the large-space ads 
in the Chicago Tribune is to get 
people to come out and see the 
community, Inverness, near subur- 
ban Barrington. Each ad uses the 
same large illustration of the gra- 


|cious community, with a different 


|headline featuring various com- | 


munity advantages. The ads also 
contain a small illustration and de- | 
scription of one of the homes in 
Inverness under a subhead—‘At 
Inverness this weekend.” 

Even though the ads feature! 
specific homes, McIntosh actually 
sells only the one-to-five-acre 
home sites, which average $9,000 
in price. The homes are built by 
several local builders, and MclIn- 


featuring them in the ads. 


@ Headlines in the series read: 
| “Inverness is the place to grow a 
| willow tree,” depicting the wooded 
| community; “at Inverness the only 
things small are hummingbirds,” 


tosh helps them sell the homes by | 


| 


,|emphasizing 


~ Javerness F 
one of our evenings is a Rolls Ri 


10 te ee 0 bever 


a 


“Arthur Ft. Mcln 


Pewetapens (herapntand Smee 00? 
15 Wee Modine Sewn, Chicago 2 © Pitaskin 2200 © ee ee 


QuitT—This quarter-page ad in the 
Chicago Tribune is one of a series 
by Arthur T. McIntosh, land de- 
veloper, to promote home sites. 


the large size of 
homes, trees and hills; “in Inver- 


‘\ness the only thing quieter than 


' 


one of our evenings is a Rolls 
Royce,” featuring the quiet nature 
of the community; and “at Inver- 
ness you can have a hitching post 
and use it,” featuring the bridle 
paths, stables and other facilities. 


|| The next ad will read “at Inver- 


If this is your idea o 


Instead of Model A, Boston today is an ‘‘A’’ model town, 
with enormous redevelopment in the works, with action 
taking over from apathy and ‘‘go, go, go” instead of ‘‘no, 
no, no.” 


Boston's a big, new exciting town, a riveter’s paradise. 
It's fresh, hustling, with new buildings, new industries, 
new horizons, new everything including a new No. 1 
newspaper — The Globe. 


The Globe leads in every audience classification, For 


example, more readers in large households read The 


Globe than any other Boston paper — 54% more than the 


Herald-Traveler, 25% more than the Record-American. 


A new study of Boston Market newspaper audiences re- 
veals this and other facts extremely favorable to The 
Globe. Conducted in consultation with the Advertising 
Research Foundation, the study is now available to you. 
For a copy of ‘‘The Buying Bostonians” featuring high- 
lights of the survey, call your Million Market Man. 


There’s a new Boston and The Globe is its"! paper 


MORNING + EVENING + SUNDAY « A MILLION MARKET NEWSPAPER: NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 


ness nature used a sculptor’s tool 
—not a flatiron,’ featuring the 
| hills and topography. 

The ads are running about every 
two weeks and will continue 
through the fall. According to Wal- 
die & Briggs, the McIntosh agency, 
each ad has produced enough in- 
terested parties to keep the Inver- 
ness people busy for a two-week 
period between the ads showing 
the properties and homes. 

McIntosh opened the 12th section 
of Inverness Aug. 5. The 1,700-acre 
community first opened in 1938. 
The development plans called for 
opening the next section next year, 
but Mr. McIntosh said the “sale of 
homesites this year exceeded ex- 
pectations.” 

Last year, ads in The New York- 
er were used to promote Inverness, 
since many of its residents have 
relocated in Chicago from the East. 
A magazine campaign is being con- 
sidered in the winter. 

Mr. McIntosh, who owns six oth- 
er properties in communities near 
Chicago, also is running regular 
ads in all four Chicago daily news- 
papers and several community 
newspapers, plus some radio, to 
promote other properties. + 


Lay Co. Renews ‘Deputy Dawg’ 

The CBS Films cartoon series, 
“Deputy Dawg,” has been pur- 
chased by H. W. Lay Co., Atlanta, 
for a second year for showing in 
46 southeastern markets. Commer- 
cials will feature Lay’s potato 
chips. Lay’s tv schedule, through 
Liller, Neal, Battle & Lindsey, will 
cover cities in Alabama, Georgia, 
Florida, Indiana, Kentucky, Louis- 
iana, Mississippi, Missouri, North 
Carolina, South Carolina, Tennes- 
jsee, Illinois, Virginia and West 


-| Virginia. The food company will 


| sponsor the 30-minute film on al- 
ternate weeks. 


CHOICE AGENCY SPACE 
Entire Floor 7000 Sq. Ft. 
| 18 Private Offices 

| Available Spring 1962 

| Carbide & Carbon Bidg. 
| 230 No. Michigan Avenue 

| 


Chicago 1, Ill. 
Other Units From 500 Sq. Ft. 


Bell & Hefter, Inc. 
‘| Call ANdover 3-5555 
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“I think the plans give us 
enough space in the study 
. «+ “Mom?” You can put 
your sewing stuff here... 
“Mom?” And maybe we 
can squeeze an extra closet 


here...” ‘‘But Mom, 
where’s my room?” 


New York is moving in and 
moving up. The New York 
Times helps in both. This 
year over 300,000 ads 
offering houses will run in 
its real estate pages; over 
1,000,000 ads listing jobs 
in the help wanted columns. 
A growing, changing mar- 
ket, always on the move. 
The way to move with it? 
The New York Times sells 
New Yorkers with the most 
advertising. It serves them 
with the most news. New 


York is The New York Times. 
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Four is par for Georgia’s great $2 billion 
market . . . the Augusta, Columbus, Macon 
and Savannah trading areas. Read in 9 out 
of 10 homes in each metropolitan area, the 
4 Georgia Group papers give you the cover- 
age and penetration you need and want. So 
why not score with the winning foursome? 
It’s one order, one bill, one check . . . and 
savings of 13% on 10,000 lines or more. 
Call your local Branham man for details. 


ws Georgia Group 


AUGUSTA Chronicle and Herald MACON Telegraph and News 
COLUMBUS Ledger and Enquirer SAVANNAH News and Press 
Represented nationally by THE BRANHAM COMPANY 


Play this 
winning foursome 
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MIME TIME—Here is one of the mag- 
azine ads which RCA Victor Rec- 
ords, New York, will run this fall 
featuring a colorful pantomimist 
|who will “tell” the story of the 


Advertising Age, August 14, 1961 


RCA Victor Uses 
‘Silent Salesman’ 
to Push Albums 


NEw York, Aug. 8—RCA Victor 


| company’s “best buy” 


series. 


About four billion dollars’ worth of U.S. goods are sold 
yearly to Canada. Those who sell Canadians successfully 
know very well that Canada is not just another U.S. 
marketing region. 


But this big market—your largest in every way, greatly 
varied and bilingual—is easily, directly and economically 
approachable through Canadian business publications, 
many of which are published in the French language. Your 
selling message is carried to the decision-making men in 
every area of the commercial and industrial scene. 


You can be sure of this, because all BNA publications 
are audited, to tell you precisely who the publications 
reach, what they do, where they are. And more, far more, 


CANADIAN 


BUSINESS NJ 


of the significant men in business, industry and the pro- 
fessions are reached by Canadian business papers than 


through “overflow” circulation of non-Canadian business 
publications. 


Your message penetrates in an atmosphere of authority 
because of the esteem earned by Canadian business pub- 
lications, which inform and influence Canadians in terms 
of their unique requirements. 


Economy: Unequalled. Space rates are competitive, there 
is no waste circulation, effectiveness is demonstrable. Case 
history studies available. Or to get any other information, 
write to: Business Newspapers Association of Canada, 


100 University Avenue, Toronto 1, Canada. 
61-53 


Look for this Maple Leaf in SRDS Canadian Edition Listings— 


THE BEST CANADIAN BUSINESS 
PUBLICATIONS BEAR THIS EMBLEM 


EWSPAPERS 


Records will use a live but silent 
salesman in its advertising and. 
promotion of a series of 35 new 
“best buy” albums. 

The RCA mime, Shai K. Ophir, 
was introduced to distributors at 
a four-day series of meetings here. 
As an “age-old symbol of a. 
tainment throughout the world,” 
| pantomimist was selected to act - 
=. | RCA’s silent partner in the com- 
pany’s 13th annual August-Sep- 
tember promotion of new releases 
to tie in with the new theme, “The 
new and the great entertain on 
RCA Victor,” according to William 
I. Alexander, manager of adver- 
tising and promotion. 


= Mr. Mime will be seen in all 
RCA Victor’s magazine, newspaper 
and tv ads, in addition to its point 
of sale material, promoting 19 pop, 
12 Red Seal and 4 Soria series al- 
bums. 

The campaign will start with a 
color page in the Sept. 29 Life, to 
be followed by pages in Cue, Es- 
quire, Hi Fi Stereo Review, High 
Fidelity, Playboy, Saturday Re- 
view, Schwann LP Catalog, Sports 
Illustrated, Sunset Magazine, The 
New York Times Magazine, and 
The New Yorker. 

One-minute color commercials 
will appear on Walt Disney’s 
“Wonderful World of Color” on 
NBC-TV Sept. 24, Oct. 8 and Oct. 
22. Dealers will be supplied with 
open-end 30 and 60-second radio 
commercials and 140, 280 and 600- 
line newspaper ad mats to be used 
with their co-op budgets. 


= On the promotion side, 3,500 
disc jockeys will be supplied with 
a music box in the shape of a 
grand piano which plays “The 
Mime’s Theme,” an original melo- 
dy also being used as background 
music in the tv and radio commer- 
cials and available to consumers as 
a single record release. Disc jock- 
eys also will receive a two-record 
sampler containing selections from 
19 albums in the “best buy” series. 

Highlight of the point of sale 
material will be a life-size replica 
of Mr. Mime which will rotate to 
expose 20 record albums. Other 
aids will include life-size window 
displays, hanging pennants, easel- 
back displays, counter cards, al- 
bum holders, and a 12-page record 
album supplement. 

Grey Advertising is the agency 
for RCA Victor. # 


Ward, Pure Oil Test Catalog 
Service in Gasoline Stations 

Montgomery Ward & Co. is es- 
tablishing three catalog sales agen- 
cies in three Pure Oil Co. service 
stations as an experiment by both 
companies in expanding their mer- 
chandise service for customers. One 
of the agencies opened Aug. 10 
at the new Pure Oil station in 
Greensboro, N. C. Two of the in- 
‘stallations are being made in IIli- 
nois—one as a pilot operation at 
the company station at Pure Oil’s 
general office in Palatine, near 
Chicago, and the other with a deal- 
er in Fox Lake. 

Ward and Pure Oil also are con- 
sidering testing a fourth catalog 
sales agency at a station in Lake- 
land, Fla., later this year. 


FLASHY CALLIOPE 
UNIT AVAILABLE 
for advertising, parades, fairs, 
other outdoor events. Musical 


Myko’s, 441 Stewart Ave., Park 
Ridge, Ill. TA 5-1636. 
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Kern and Fresno counties — covered in depth by Beeline radio — 
are the two top cotton producing counties in the United States. ° 
This is an area that produces big and spends big. Beeline radio 
makes your product part of this prosperous scene. In fact, through- 
out Inland California and Western Nevada, the Beeline stations 
deliver more radio homes than any other combination of stations 
— and at the lowest cost per thousand. (Nielsen, SR&D) 
*Source: 1959 Bureau of Census 
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Harvesting cotton in the fertile Central Valley of California 


McClatchy . 
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Company 


SACRAMENTO, CALIFORNIA 
PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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Each Month for 
6 Consecutive Months 


has been in the top 20 cities of the nation in 


Total Building Permits. 


Total 6 months 1961 $44,478,711 
Gain $21,032,739 over 1960 


The Zl Paso Times 
Morning and Sunday 


El Paso Herald-Post 


Evening 
COMBINED CIRCULATION 107,206 


__EL PASO... CAPITAL CITY OF 


Die. 


Libraries Assn. Elects 
New York Advertising Group of | 
Special Libraries Assn. has elected 
Mrs. Doris B. Katz, market re- 
search librarian, National Broad- 
casting Co., chairman. Also elected 
are Mrs. Beth Atkins, librarian, | 
J. M. Mathes Inc., vice-chairman; | 
and Margaret Campbell, librarian, 
Sullivan, Stauffer, Colwell &| 
Bayles, secretary-treasurer. 


Whitehead Named Publisher 

Lewis D. Whitehead has been | 
named publisher and president of 
Sun Publishing Co., Brandon, Man. 
He succeeds his father, the late 
E. C. Whitehead, who died July 
5. Lewis Whitehead was formerly | 
editor of the Brandon Sun. 


Lake joins Franklin 

Clyde D. Lake, formerly ac- 
count executive of Graves & As- | 
sociates, Minneapolis agency, has | 
been appointed sales promotion | 
and advertising manager of Frank- | 
lin Creamery, Minneapolis. 


ROP COLOR 
7 DAYS 


Represented Nationally 
by: 


NEWSPAPER 
MARKETING 
ASSOCIATES 
NEW YORK, 
CHICAGO, 
PHILADELPHIA, 
DETROIT, 

LOS ANGELES, 
SAN FRANCISCO 


family “shops.” 


—({ “$ELL ME 
IN THE 
MORNING,” 

says BUFFALO 


If you want to sell the families in Buffalo 
and Western New York, sell them in the morning 
with campaigns in the Buffalo Courier-Express. 
The Courier-Express is the paper the whole 


Local Buffalo advertisers — the men who- 
know this market best — place the bulk of their 
advertising dollars in the Courier-Express. Here 
are the weekday linage figures that prove it: 


¢ Courier-Express 
AUTOMOBILE 
ms | @& 
MEN'S Courier-Express 
CLOTHING 


27°. 


News 
News 
News 


WOMEN'S 38 
CLOTHING Courier-Express News 
STORES 
? Courier-Express 
REAL ESTATE ey 


Source: Media Records 


Coke BRIGHTENS every bite 


COKE PLUS BURGER—Coca-Cola Co. 

will provide retailers with point of 

sale pieces like this for its new 
“Coke and Burger” promotion. 


Coca-Cola to Launch 
Coke and Burger 


Push in September 


ATLANTA, Aug. 8—Coca-Cola Co., 
|for the second year in succession, 
will launch a “Coke and Burger” 
| promotion, The push starts in Sep- 
|tember and will run through De- 
| cember. 

Full-color, large-space ads are 
scheduled in Good Housekeeping, 
Life, Look, National Geographic 
| Magazine, The New Yorker, Read- 
er’s Digest, and The Saturday Eve- 
ning Post. The promotion also will 
be featured on the “Ozzie & Har- 
riet” television show, on outdoor 
posters throughout the U. S., and 
on illuminated photomurals in 
transportation centers. New point 
of sale material will go to retailers. 


® Coca-Cola estimated that 7.5 
billion burgers were sold in the 
U. S. last year, and pointed out 
that the burger is the top dollar 
item in most food and fountain op- 
erations and it is ordered with 
fountain Coke more often than any 
other food item. 

McCann-Erickson, New York, is 
the agency. # 


| McGraw-Hill Boosts Jensen 

| David G. Jensen, who has been 
| with McGraw-Hill Publishing Co. 
| since 1951, has been named district 
| manager of Business Week, Phila- 
| delphia. He replaces James T. 
|Hauptli, who was recently ap- 
| pointed advertising sales manager 
|of Electronics. Mr. Jensen for- 
| merly was district manager of En- 
| gineering News-Record, Philadel- 

phia. 


LEARNS 
ae 


DU KANE 


FLIP-TOP 


PROJECTOR 


A professional salesman in a 13-b. package 
_ .. Makes every neophyte a “pro” and 
| doubles the effectiveness of experienced 
| salesmen. Just open it up and plug it in— 

the Bay * presents your sa ja 
| sage without slip-ups or omissions . . . - 

plete with sight and sound. See and hear 
| the “FLIP-TOP” demonstrated at your 
| desk. Learn how sight and sound will in- 
| crease your sales! Write to: 


DwKane 


CORPORATION 
| Dept. AA-81 . ST. CHARLES, ILL. 
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A lithographed reproduction of this wood engra Boston's George Lockwood, 
size 744" x i. werditivahenenasedee eet 


Boston... Historic City of Ideas 


Boston...paragon of education, hub of science, dynamo of industry. Who 
| puts the ideas into practice? Companies like Raytheon (417 Business 
Week subscribers), First National Bank (147), United Shoe Machinery 
(127), John Hancock Mutual (117), Gillette (76). 
In Boston...and everywhere in business America 
...the men who manage companies read 

| Business Week. You advertise in Business Week 
2 when you want to influence management men. 


A McGraw-Hill Magazine - 330 West 42nd Street, New York 36, N. Y. 
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R.0.P. Spot 


Pantagraph 


Represented by: Ward-Griffith Co., 


Color--plus Full Color (bleck and 
1, 2, or 3 colors Daily and Sunday) 


Woody says: Start sales rolling in Central Illinois with 


RED CARPET’ ADVERTISING 


*Red Carpet Advertising? It's product moving advertising plus down- 
to-earth local merchandising. Here’s how it works: 1. We send direct 
mail to retailers inviting local tie-in ads. 2. We follow up with 
personal calls. 3. We send you a written report. Mail your ad or 
come in person, the “Red Carpet” is out. Combine this hard-hitting 
plan with a $233,000,000 market in Illinois’ 7-richest counties; incomes 
20% above average; balanced industry, farm, education. It’s the ideal 
market right in the heart of the golden Central Illinois corn belt, 


MacDonald Buys Happiness 

E. F. MacDonald Co., Dayton, 
has purchased Happiness Tours, 
Chicago, which refers to itself as 
the largest independent tour op- 
erator in the U.S. The MacDonald 
company plans to offer Happiness 
Tours as travel incentive awards 
to its clients. For the first time, 
Happiness Tours will offer Euro- 
pean, Mediterranean and “round 
the world trips” to the public. 


Gordon Retires trom Lockwood 

Arthur E. Gordon has retired as 
vp of Lockwood Trade Journal Co., 
New York, and as business man- 
ager of Paper Trade Journal after 
33 years with the company. Fred- 
erick E. Winkler, formerly secre- 
tary, succeeds him as vp. 


‘Herald-Banner’ Is A.M. Daily 

The Herald-Banner, Greenville, 
Tex., has become a morning daily. 
The newspaper previously was 
printed five afternoons a week 
|and Sunday mornings. 


5th market in America...and going up! 


COVER IT WITH WjR 


With WJR you achieve single station coverage, 
penetration and domination of the Detroit- 


Great Lakes area, the fifth richest market in 


ZF 


J—~t 


America. The facts show that almost 10% of the 
nation’s business and wealth is concentrated here. 


A See your Henry I. Christal representative for details. 
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ro 


TOTAL 
POPULATION RETAIL SALES \ WOVUSEROLDS 
15,331,500 $19,051,809,000 4 519, 4909 
WIR SHARE OF WJR SHARE OF WIR SHARE OF 7 
TOTAL U.S. MARKET TOTAL U.S. MARKET TOTAL US. MARKET 
i-) °o ° 
: GAS ‘AUTOMOTIVE 
FOOD SALES STATION SALES DRUG SALES SALES 
$4,590,270,000 $1,414,733,000 $ 700,034,000 $3,476,680,000 
WJR SHARE OF WJR SHARE OF WJR SHARE OF WJR SHARE OF } 
TOTAL U.S. MARKET TOTAL U.S. MARKET TOTAL U.S. MARKET TOTAL U.S. MARKET / 
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METROPOLITAN 
DETROIT 
AREA 

WIR Share of 

Total U.S. Market (1960) 
Population 3,963,500 2.2% 
Households 1,135,100 2.2% 
Total Retail Sales $4,908,635,000 2.3% 
Food Sales $1,197,187,000 2.4% 
Drug Sales $ 215,034,000 2.9% 
Gas Station Sales $ 350,744,000 2.3% 
Automotive Sales $ 925,415,000 2.5% 


Source: Sales Management, July 10, 1960 estimates 


QO 2% | 


IND. 


= 


df? Yi 


cf 
7 addition ue RAGE 
res, * 2. Ma 
includes c5°2Ytime contouy 
about 3 ‘h aes ar 


Represented by 
Henry |. Christal Co., Inc., Atlanta, Boston, Chicago, 
Detroit, New York, San Francisco and Canada. 


Advertising Age, August 14, 1961 


Earle Anthony, 80, 
Radio Pioneer, Gas 


Station Creator, Dies 


San Francisco, Aug. 8—Earle C. 
Anthony, 80, pioneer radio figure 
and the man credited with starting 
the gasoline station, died in St. 
Luke’s Hospital Aug. 6. 

Twice president of National Assn. 
of Broadcasters, he founded KFI, 
Los Angeles radio station, in 1922. 
He was president and owner of the 
station at his death. 

Mr. Anthony also founded KECA, 
Los Angeles, in 1929. Its call let- 
ters represented three generations 
of the Anthony family. He sold 
the radio station to American 
Broadcasting Co. in 1944; the net- 
work relabeled it KABC. 


# Mr. Anthony took credit for the 
gasoline station concept when he 
put a canopy over pumps on a 
corner site in Los Angeles. This 
met the requirement that only 
“garages” sell gasoline. The sta- 
tions he started were later sold to 
Standard Oil Co. (California). 


EDWIN W. HOFFMAN 

Verona, N. J., Aug. 8—Edwin 
Willis Hoffman Sr., 66, district 
manager of Thomas Publishing 
Co., New York, died of cancer in 
Mountainside Hospital, Glen Ridge, 
on Saturday. 

Mr. Hoffman became associated 
with Thomas in 1918. Three years 
later he left to start a realty com- 
pany in Louisville; in 1929 he re- 
turned to Thomas. 


WARREN C. BRAINERD 
NasuHua, N. H., Aug. 8—Warren 
C. Brainerd, 51, publisher of the 
Nashua Telegraph, died at his 
home Saturday. 

Mr. Brainerd joined the Tele- 
graph as assistant publisher last 
year after 27 years with the News, 
Southington, Conn. He was named 
publisher last fall. 


Schalk Rejoins Caldwell 

Robert C. Schalk has rejoined 
Caldwell, Larkin & Sidener-Van 
Riper, Indianapolis, as a senior 
copywriter. Mr. Schalk has been 
with Gray & Rogers, Philadelphia, 
for the past four years; he worked 
for Caldwell, Larkin from 1951 
through 1957. 


NOW BACON'S CLIPS 
NEWSPAPERS 
offers expanded 
coverage! — 


gz 
get accurate covera 


with “one Sureau -- HACON'S. 
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All Florida Magazine reaches more Florida 


TV Viewers than any other medium 


The list goes on and on. Name ANY group... All 
Florida TV Week will deliver more of them than any 
other medium... bar none. All Florida reaches more 
than 710,000 families weekly . . . offering your sales 


message overwhelming penetration of the BOOMING 


Florida market. And what a market this is! 


Since 1950 its population has increased 73.6% to over 
4.8 million. Employment has doubled. Buying power 
has risen 129%. Nine of Florida’s counties are among 
the nation’s leaders in food sales, population and total 
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allHorida 


TV WEEK MAGAZINE 


Represented nationally by KELLY-SMITH COMPANY 


ATLANTA — 1627 Peachtree Street, BOSTON — Parker House Office Building, 
CHICAGO — 230 North Michigan Avenue, DETROIT — New Center Building, 
LOS ANGELES — 5225 Wilshire Boulevard, MIAMI — 121 Southeast Ist Street, 
NEW YORK — 750 Third Avenue, PHILADELPHIA — Philadelphia National Bank 
Building, SAN FRANCISCO — 235 Montgomery Street, SYRACUSE — 472 South 
Salina Street. 


retail sales . . . and seven of these are All Florida coun- 
ties. If you want to sell Floridians . . . statewide or in 
specific areas .. . reach them through All Florida TV 
Week Magazine. Get the full story from your Kelly- 
Smith Representative today. 


P.S. Speaking of TV Viewers, your TV message will 
get double mileage in print through All Florida’s 
TV Week pages. It hits the Florida television 


audience seven days weekly as they look up daily 
TV program schedules. 


The Sunday Supplement 
reaching more Floridians 
than any other Medium! 


Distributed in 19 Newspapers 


DAYTONA BEACH Sunday News-Journal, DELAND Sun 
News, FORT MYERS News - Press, FT. PIERCE News- 
Tribune, GAINESVILLE Daily Sun, JACKSONVILLE Florida 
Times -Union, LAKELAND Ledger, LEESBURG Daily Com- 
mercial, MELBOURNE Times, MIAMI News, OCALA 
Star Banner, PALM BEACH Post-Times, PANAMA CITY 
News- Herald, PENSACOLA News- Journal, SARASOTA 
Herald-Tribune, ST. PETERSBURG Independent, TALL- 
AHASSEE Democrat, TAMPA Times, WINTER HAVEN 
Daily-News Chief. 
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ABC Will Offer 
Other Networks 
Rivalry in Specs 


(Continued from Page 3) 
like for fall. Dates and time peri- 
ods have not been announced for 
most of the NBC specs, including 
the 40 one-hour news and infor- 
mation documentaries to be aired 
in prime time. 


ABC and Bell & Howell 


Four advertising names—one of 
which is spreading its business 
over three networks—make ABC, 
which used to concentrate on 
bread-and-butter regular shows, 
potentially a strong competitor for 
specials’ audiences. Bell & Howell 
switched from CBS to ABC in the 
1960-’61 season, and will be back 
for a second year with 16 “Close- 
Up” public affairs telecasts. Timex, 
and NBC and CBS special buyer in 
other seasons, is scheduled to pre- 
sent six musical-variety-comedy 
shows on ABC. Westinghouse is set 
for six specs ranging from ballet 
(“Nutcracker Suite”) to Broadway 
(“Destry Rides Again”). And Er- 
nie Kovacs, Consolidated Cigar’s 
favorite funnyman, will be seen 
on an irregular schedule starting 
in the fall. 


® Using this kind of tv for the 
first time will be Mars candy, with 
an original musical booked; Mo- 
torola, a co-sponsor for one of Bing 
Crosby’s rare appearances on vi- 
deo; and Chun King, which has 
decided that if Stan Freberg can 
be so funny in a brief commercial, 
he should be given a little more 
time, say an hour. 

One ABC special, “Counter In- 
telligence Corps,” has been sold to 
several participating advertisers. 
This story of an alleged Nazi plot 
to assassinate the three World War 
II allied leaders will be televised 
in two parts. Here the network 
undoubtedly is hoping that tv his- 
tory will repeat; “The Untouch- 
ables,” another Desilu film tested 
first as a two-parter, later was 
converted into a high-rating week- 
ly series. 


CBS & Westinghouse 


The most promising series of 
specials on CBS seems to be the 
Westinghouse-sponsored original 
dramas. Veteran Gordon Duff will 
produce these shows. The first of 
seven—“The Dispossessed”—will 
tell the story of the American In- 
dian’s struggle, from what sounds 
like his side for a change. 

Returnees will include Jack 
Benny—a regular as well as a spe- 
cial entertainer—who will front 
an hour for Sara Lee and Motor- 
ola; Danny Kaye, again for Gen- 
eral Motors: and Victor Borge, a 
repeater for Pontiac, who last year 
was carried on ABC. Judy Garland 
is booked for a rare tv date with 
Dow Chemical in February. 


s In terms of number of shows 
scheduled Sheil Oil Co. leads the 
CBS list with 15. This company 
will be back for a second year with 
four young people’s philharmonic 
concerts, starting in January. It 
also will present 11 Sunday after- 
noon golf shows. This is for an 
institutional campaign, placed by 
K&E. 

CBS plans no specials in color 
at this point. 


Revion, which last season car-| 


ried two Harry Belafonte specs on 
CBS and a Debbie Reynolds pro- 
gram on ABC, this week an- 
nounced that all its tv money has 
been shifted from specials to reg- 


(as of Aug. 8) 


Date 


Advertising Age, August 14, 1961 


Sponsored Network TV Specials for 1961-62 Season 


Last spring Revlon moved in as 
co-sponsor of Alfred Hitchcock 
and “Wagon Train” on NBC. This | 


s Explained Ted Bergmann, Rev- 


of Mr. Belafonte’s considerable 
talents, but our revised require- 


|of sponsorship of special programs 
|inappropriate. We expect to uti- 
lize weekly programs, except as 
special promotions dictate other- 
wise.” 


lon’s ad vp: “We regret the loss | «xgacbeth” 


Color is an extra added attrac- 
tion for specs at NBC, just as it 


fall it will be a co-backer of Ed | W®5 in the days when Pat Weaver 
Sullivan and “Checkmate” on CBS. discovered them. Among the shows 


that probably will be colorcast: 
Westinghouse’s news and enter- 
ltainment packages; Hallmark’s 


rerun and “Victoria 
| Regina” (three or four more Hall- | 
mark’s may be added later); the 


ments made regular continuation|“Dinah Shore Show”; the AT&T 


| programs; and “Theater 61.” 


s A major newcomer to this net- 
work’s lineup of special sponsors 
is American Gas Assn., sponsor of | 


movies, kicking off with 
Spiral Staircase.” 

Much of the promotional play 
at NBC goes to its news and public 
affairs sparklers. Sponsored or not, 


“The 


1/40 such shows have been prom- 


ised for prime time bookings. Pur- 
ex Corp. continues as a big backer 
of what the uplift program boys 
call “blue ribbon” programming. 
Still convinced that women can 
think, too, even in the daytime, 
Purex will keep offering an occas- 
ional daylight special built around 
problems of peculiar concern to 
the ladies. 

Latest chunk of specials business 


Program Sponsor Agency 
Dec. 8 Westinghouse Drama Westinghouse McCann 
Date Program Sponsor Agency 10 =Wizard of Oz General Foods, 
Sept. 13 Connie Francis Show Beecham Products Kenyon & Eckhardt one half B&B 
19 Close-Up! Bell & Howell McCann-Erickson 16 Blue Bonnet Bow! United Motors Campbell-Ewald 
23 Counter Intelligence Armour SSC&B Service 
Corps Film Maytag Leo Burnett Carter Products SSC&B 
Metrecal Kenyon & Eckhardt 30 ‘Gator Bowl United Motors Campbell-Ewald 
North American Service 
Phillips C. J. LaRoche Carter Products SSC&B 
Simonis D-F-S Jan. 1, ‘62 Cotton Bowl United Motors Campbell-Ewald 
Union Carbide William Esty Co. Sein — 
21 ~~ Ernie Kovacs Show Consolidated Cigar EWwRR Carter Products SSC&B 
30 Countian, teteligens 6 National Football League Ford K&E 
Corps Film Part Il Same as above Same as above playoff bow! Philip Morris Burnett 
Oct. 3. Werld Series Special Union Carbide Esty 7 Wonderful World 
19 Feathertop Mars Needham, Louis of Golf 
25 Accent on Youth Timex Warwick & Legler (first of 11-part series) Shell Oil K&E 
28 Ernie Kovacs Consolidated Cigar EWRR 12 The Good Years Westinghouse McCann 
31 Close-Up! Bell & Howell McCann To be an- Young People’s Concert 
nced first of f i 
Nov. 14 Close-Up! Bell & Howell McCann ~~ ee Set Ce wae 
21 Old-Fashioned Feb. 3 Westinghouse Drama Westinghouse McCann 
Thanksgiving Westinghouse McCann 11 Miss Showbusiness with Dow Chemical MacManus, John & 
23 = Close-Up! Bell & Howell McCann Judy Garland Adams 
24 = Ernie Kovacs Consolidated Cigar EWRR April 17 Westinghouse Drama Westinghouse Maken 
28 Close-Up! Bell & Howell McCann f 
38 - lide de Paris Thee Worwick & Legler July 19 Westinghouse Drama Westinghouse McCann 
— 5 Close-Up! Bell & Howell iehinen Sept. 20 Westinghouse Drama Westinghouse McCann 
10 = Close-Up! Bell & Howell McCann * Tentative, depending on whether Red Skelton is available for this spec. 
11 Bing Crosby Show Timex Warwick & Legler 
Motorola Leo Burnett N BC 
12 Ernie Kovacs Consolidated Cigar EwRR 
13 Close-Up! Bell & Howell McCann (Most not Two Huntley and two Westinghouse McCann 
23 Nutcracker Suite Westinghouse McCann set) Brinkley news specials 
Jan. 1, ‘62 Orange Bow! Gome Buick McCann perdi oe we 
United Motors Campbell-Ewald 
Service Sept. 29 Telephone Hour AT&T N. W. Ayer 
R. J. Reynolds Esty (first of 16 alternate 
Tobacco Friday night shows) 
23.‘ Ernie Kovacs Consolidated Cigar EWRR World of Bob Hope, Purex Edward H. Weiss 
30 = Close-Up! Bell & Howell McCann World of Billy Graham, 
. and three other 
Feb. — a Chow Chun King BBDO video blegraphies 
, rs : » About seven other Purex Weiss 
20 = Ernie Kovacs Consolidated Cigar EWRR Saditnes Qouse 
23.) «-~Winter Carnival Westinghouse McCann -” 
March 16 Meredith Willson Show Westinghouse McCann —— ee Weiss 
20 Ernie Kovacs Consolidated Cigar EWRR 
26  ~=Bing Crosby Show Timex Warwick & Legler Oct. 4 “Spiral Staircase,” first American Gas Assn Lennen & Newell 
27 ~=—- Close-Up! Bell & Howell McCann of monthly “Theater 
April 6 Accent on Comedy Timex Warwick & Legler or" eotes 
9 Oscar Awards Procter & Gamble Grey Advertising Oct. 6 Dinah Shore Show American Dairy Campbell-Mithun 
10 = Close-Up! Bell & Howell McCann (first of 10 Friday S&H Green Stamps SSC&B 
17 —_ Close-Up! Bell & Howell McCann night programs) 
24 Close-Up! Bell & Howell McCann Threshold, three 90- AT&T N. W. Ayer 
Mey 6 Accent on Broadway Timex Warwick & Legler perro te, gaa 
15 Close-Up! Bell & Howell McCann 
22 = Close-Up! Bell & Howell McCann Oct. 20 Macbeth rerun Hallmark Foote, Cone 
29 = Destry Rides Again Westinghouse McCann & Belding 
June 12 Close-Up! Bell & Howell McCann Nov. 28 News special Elgin National McCann-Erickson 
i probably on Peace Watch Co. 
Sept. 9 Unselected Westinghouse McCann Corps 
CBS Nov. 30 Victoria Regina Hallmark FC&B 
When the Gulf instant news Gulf Oil Young & Rubicam 
Sept. 9 Miss America Pageant Toni North news breaks, specials 
Philco BBDO through 
Pepsi BBDO December 
Oldsmobile D. P. Brother Dec. 7 News special Elgin McCann 
18 Alan King Show General Foods Benton & Bowles on Americans overseas 
27 ~—s- Victor Borge Show Pontiac MacManus, John & x 
Adams Dec. 15 News special Elgin McCann 
on Americans overseas 
carnegie | Salutes Sara Lee Cunningham & 
wilt Jock ~<a ae ‘Waa December, “The Coming of Christ’ U.S. Steel BBDO 
Motorola Burnett before 
Christmas 
Oct 24 The Dispossessed Westinghouse McCann April 18, 62 “He Is Risen” U.S. Steel B8D0 
Nov. 3 Chevy Special* NOTE: These charts contain information available at press time. They are not complete. 
with Red Skelton Chevrolet Campbell-Ewald Dates, titles, etc., are subject to the day-to-day changes that are to be expected in tv 
6 Danny Kaye General Motors MacManus, John programming. 
ulars. A contract for future ap- the monthly “Theater 61” series. | at NBC came from Elgin National 
pearances by Mr. Belafonte was | NBC and Color Shows This will be live remakes of some | Watch Co., which this week signed 
settled. of the biggest David Selznick |for three one-hour news produc- 


tions, to be seen in November and 
December. These will be built 
around Americans in action over- 
seas. One program, perhaps the 
first, will deal with the Peace 
Corps. Another will cover U.S. mil- 
itary bases. The third will spot- 
light the hospital ship Hope. 

| The evening Purex dollars will 
|go to personality vignettes—“The 
| World of Bob Hope,” “The World 
|of Billy Graham,” etc—and to 


| news and public affairs documen- 
| taries. Gulf Oil’s contract to carry 
| major news specials—as the news 


| maemo Cane through the end of 
ithe year. + 
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because 
tlanta 1s 


7 different from 
ilwaukee... 


and because people are different in different markets... Storer programming is different! We put together a flexible format 
to fit the needs of the community . . . making it local in every respect. That’s why Storer Stations are liked, watched and 
listened to—why they rate high in the 9 key markets where they are located*. Local programming—quality-controlled— 
assures you the best is being presented. You know you’ve made the right buy when you buy a Storer Station. Storer 
representatives have up-to-the-minute availabilities at their fingertips. Important Stations in Important Markets. 


*WITI-TV now leads in prime time. 
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hat's why 7 DDAY Magazine, The Philadelphia 
inguirers terogravure Magazine, is the big 
favorite in America’s 4th largest market. 
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AS THE NEWSPAPER IN WHICH IT APPEARS! 


BIG AD VOLUME 


The Sunday Inquirer totaled 17,602,740 
lines in 1960 . . . more than doubling 
The Sunday Bulletin... 


TODAY Magazine carried 212 color pages 
for department stores in 1960! 


TODAY Magazine is first in classified 
mail-order advertising among ALL news- 
paper magazines in America! 


Food and grocery advertisers placed 457 
pages in TODAY Magazine in 1960. 


1960 total advertising for TODAY Maga- 
zine: 1582 pages. 


BIG COVERAGE 


TODAY covers 53% of the families living 
in Delaware Valley, U.S.A., the nation’s 
4th largest market... 


TODAY ’s circulation: 1,022,262; 2nd 


paper: 712,956 (ABC). 


TODAY reaches the biggest newspaper 
audience in the 60-county Third Federal 
Reserve District. 


BIG DECISION 


When the facts and figures are in, there is 
only one conclusion: TODAY is the BIG 
BUY in Gravure Magazines in Delaware 
Valley, U.S.A. 


T@DAY coe Che Philadelphia Inquirer 


Sunday Rotogravure Magasine 


Locally edited by men and women who know the men and women and children of Delaware Valley 
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AAW Trio Named 
to Board of AFA 


Collier, Ostensoe, Ryan 
Named; Reciprocal 


Move by AAW Expected | 


San Francisco, Aug. 8—The Ad- | im 
vertising Assn. of the West and| im 
Advertising Federation of America | 
got a step closer to what may be a| 


consolidation under a single. organ- 


izational banner last week, with | 
the appointment of three AAW | 


members to the AFA board. 
According to an announcement 
by AAW, Lee Fondren, president, 


has appointed Charles W. Collier, | 


exec vp of AAW; Richard Ryan, 
KLOK Radio, San Jose; and Don- 
ald Ostensoe, a pr man of Portland, 
to serve as “liaison members” on 
the AFA’s board of directors. 
Messrs. Ryan and Ostensoe are 
past presidents of the western 
group. 

At the same time, the AAW said, 
AFA is expected to name three of 
its members to act in the same ca- 
pacity on the AAW board. + 


Lincoln-Mercury Boosts 
Chase Morsey. Don Learned 
Lincoln-Mercury division of 
Ford Motor Co. has promoted 
Chase Morsey Jr., formerly general 
marketing manager, to assistant 
general manager of the division, 
succeeding Walker A. Williams, 
who retired July 31 after 36 years 


Chase Morsey 


Don Learned 


with the company. In his new post 
Mr. Morsey will supervise directly 
the general marketing office— 
which includes advertising, sales 
promotion, marketing plans, sales 
analysis, training, parts and service 
—and the general sales office. 

Succeeding Mr. Morsey as gen- 
eral marketing manager is Don R. 
Learned, who formerly was execu- 
tive assistant to Ben D. Mills, vp 
and division general manager. Re- 
porting to Mr. Morsey, Mr. Learned 
will head the general marketing 
office. Lincoln-Mercury last month 
named Herbert Fisher advertising 
and sales promotion manager (AA, 
July 10). He now will report to 
Mr. Learned. 


Smith to Britannica Press 
Carter Smith has been named 
manager of Britannica Press, a di- 
vision of Encyclopaedia Britannica 
Inc., Chicago. He will supervise 
publications of Britannica Press. 
Mr. Smith formerly was an ac- 


Claude Robinson, 
Veteran Researcher, 
Is Dead at 61 


New York, Aug. 8—Dr. Claude 
E. Robinson, 61, a pioneer in public 
opinion and advertising research, 
died here yesterday of hepatitis, 
which devel- 
oped after a 
successful oper- 
ation for cancer. 

The son of a 
Portland, Ore., 
school. teacher, 
Mr. Robinson 
was at his death 
chairman of the 
executive com- 
mittee of Opin- 
ion Research 
Corp., Prince- 
ton, N.J., acom- 
pany he founded in 1938. He also 
was board chairman of Gallup & 
Robinson, also of Princeton, a com- 
pany he founded with Dr. George 
Gallup in 1948. 

It was as operating head of Gal- 


Claude Robinson 


became one of the best known re- 
searchers in the advertising field. 
His work was one of the major 
postwar influences in advertising 
copywriting. 


s Gallup & Robinson developed 
the “impact” measurement of print 
advertising effectiveness, posing it 
as a more reliable tool than the 
“read and noted” measurements of 
Daniel Starch. Many of the nation’s 
leading advertisers and agencies 
became users of the Gallup & Rob- 
inson service. In a talk before the 
Assn. of National Advertisers in 
1950, Mr. Robinson defined his 
“impact” measurements as follows: 

“ ‘Impact’ is essentially a meas- 
ure of the depth of impression 
which an advertisement makes on 
the mind of a reader. It was de- 
| vised to show: 

“1. The registration of the ad- 
vertiser’s name. 

“2. The registration of his mes- 
sage. 

“3. The acceptance of the adver- 
tiser’s sales points or arguments. 

“Under ‘impact’ methods of ob- 
servation, the reader of a magazine 
is required to play back, with the 
magazine closed, the advertisement 
and the message in it. With this 
system of observation, it is possible 
to determine whether an adver- 
tiser’s message actually has gone 
across.” 

Gallup & Robinson scores have 
been traditionally lower than the 
Starch recognition scores, and 
while they sometimes have been 
criticized for asking too much of 
|the ad reader, they have been 
highly regarded as a measure of 
how deeply an advertising message 
has registered with the public. 


s Mr. Robinson was a frequent 
|speaker at advertising meetings, 
| crusading tirelessly against “claim 
land boast” advertising. His pre- 
|scription for copywriters was to 

keep their ads terse and simple. 
| Jumbled ads that “look like ads” 


count supervisor of Interpublic | fail to register, he warned on a 


Inc., Chicago. 


|}number of occasions. He consist- 


THE “BIG THREE” 


AUTO MANUFACT 


URERS ARE SOLD 


ON COLOR TV! 


Why are the auto manufacturers sold on color TV? They 
know they can’t afford not to be. Learn more about color 
TV now. W. E. Boss, Director, Color Television Coordina- 
tion, RADIO CORPORATION OF AMERICA, 30 Rockefeller 
Center, New York 20, New 


York, Tel: CO 5-5900 


lup & Robinson that Mr. Robinson | 


ently advocated the selling of con- 
sumer benefits in advertising. 

In a talk delivered in 1953, he 
said: “Advertising is always a 
swap. If the reader feels he gets 
something in exchange for his time 
and effort, okay. But if the time is 
used only for the benefit of the ad- 
vertiser, the deal is off.” 

Mr. Robinson had an early in- 
terest in public opinion polling. He 
did his thesis at Columbia Univer- 
sity on the Literary Digest Presi- 
dential poll of 1928. Entitled 
“Straw Votes,” this was one of the 
earliest studies of sampling tech- 
niques. 


s After working as a statistician 
on Wall St., Mr. Robinson moved 
to Princeton in 1936 to join the 


Gallup company, the American In- 
stitute of Public Opinion. He had 
Mr. Gallup’s blessings and aid in 
organizing Opinion Research Corp. 
two years later. 

ORC made its mark in public at- 
titude research, particularly on 
questions relating to business. Mr. 
Robinson was an early advocate of 
corporate image advertising by 
U.S. corporations and he helped 
many companies develop such pro- 
grams through his research. ORC 
publishes “Public Opinion Index 
for Industry,” a monthly survey of 
public attitudes. Some 80 compa- 
nies and associations now buy the 
survey. 

Other activities of Mr. Robinson 
included Mirror of America, a re- 
search laboratory in Hopewell, 
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N.J.; Princeton Research Park, a 
70-acre real estate development 
designed to house advanced re- 
search facilities of U.S. companies; 
and the Princeton Panel, a center 
for the study of the principles of 
American capitalism. 

During the 1960 Presidential 
campaign, Mr. Robinson served as 
research adviser to former Vice- 
President Richard M. Nixon. # 


Burns Names O'Connor 

John D. (Pete) O’Connor has 
been named vp in charge of sales 
and marketing of the William 
J. Burns International Detective 
Agency, New York, a new post. 
Previously, Mr. O’Connor was na- 
tional sales manager. 


School Product News 
by the men who buy and 


facts 


: monthly 


Liadls 


: January 1962 
: December 4, 1961 
: tabloid (1114°x 153%") 


: 68,000 projected 


announcing 


the product information magazine 5 
to cover the total school 
market at low cost 


School == 
Product 


FULL PACTS On any Hem Seeeribed o advertises in Ini isewe 


Schools will spend $26,500,000,000 this year — 
and more next — in a struggle to make their 
facilities keep pace with their burgeoning 
responsibilities. Schools have built more class- 
rooms in each of the last three years than 


there are today in the entire state of Ohio — 
a building rate sure to continue for at least 
the next eight years! Even this furious growth 
isn’t enough to close the gap. The market for 


school buildings and everything it takes to 


equip, operate, and maintain them is grow- 


ing at a tremendous rate. To buy at this 
rate, schools need product information. The 
interest is universal. It is the one editorial 
appeal common to executives in every type 
of school: public, private, sectarian, and in 
colleges:and universities. 
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U.S. ‘Misunderstands’ 
Recommendations of 


Canada Commission 


TORONTO, Aug. 8—There has 
been a great deal of misunder- 
standing in the U.S. about the rec- 
ommendations of the Royal Com- 
mission on Publications, according 
to C. J. Laurin, president of the 
Periodical Press Assn., an associa- 
tion of magazine publishers. 

Mr. Laurin told ADVERTISING AGE 
that there are five major areas of 
misunderstanding of the commis- 
sion’s recommendations, which 
can’t be acted upon until the 
Canadian parliament reconvenes 


Sept. 7. He said these misunder- 
standings are that: 

1. Time and Reader’s Digest 
would be “banned” from Canada. 

2. The spending of Canadian ad- 
vertising dollars in foreign media 
would be heavily penalized. 

3. The entry of U.S. magazines 
into Canada would be restricted 
through tariffs, or banned. 


4. The entry of U.S. periodicals 
into Canada would be restricted 
through high postal rates. 

5. The press of Canada is un- 
favorable towards the report of 
the Royal Commission and its rec- 
ommendations. 


® He cited the commission’s state- 


ment in its report that it recom- 
mends “nothing which in any way 
might obstruct the entry to Canada 
of foreign periodicals not carrying 
Canadian advertising directed pri- 
marily at the Canadian market” 
and that its sole aim is “to prevent 
the placement of Canadian domes- 
tic advertising in foreign period- 
icals available in Canada and to 
discourage the use of second-hand 
editorial material as an enticement 
for advertising.” 

Returning to the five major areas 
of misunderstanding in the US., 
Mr. Laurin answered them as fol- 
lows: 


1. The commission has not rec- 
ommended that Time and Reader’s 
Digest be banned from Canada. 


“The normal U.S. domestic editions 
of Time and Reader’s Digest will | 
be as free to circulate in Canada| 
as Life, Newsweek or any other | 
domestic edition of a U.S. or other | 
foreign periodical,” he said. How- | 
ever, he said, if Time and Reader’s 
Digest continue to publish editions 
which solicit domestic Canadian 
advertising addressed to Canadi- 
ans, their advertisers would be pe- 
nalized by the commission’s recom- 
mendation that such advertising 
will not be allowed as a deduction 
from income for tax purposes. 


2. Canadians will not be penal- 
ized for spending advertising dol- 
lars in foreign media. 

“As direct examples,” Mr. Laur- 
in said, “a Toronto tv station could 


will deliver responsive readership 
specify for all kinds of schools 


Biggest school market coverage— qualified by personal contact 


Every worthwhile school buying unit will be covered: public, private, 
sectarian, industrial, association, and colleges and universities. To 
thorough analysis of the market, Schoo. Propucr News will apply 
Franchise-Paid Circulation* to identify the decision makers, make sure 
of their influence on purchases, and keep track of the men in key spots. 
Result: ScHooL Propuct News will deliver the broadest coverage of the 
school market, based on careful documentation of all buying units plus 
personal contact reader-qualification by Franchise-Paid Circulation. 


School executives will look to ScHoot Propuct News for just one kind 
of information: facts to help them buy and specify. Each month they 
will find described and illustrated the latest in products, materials and 
services needed to build, equip, operate and maintain all types of schools. 
IPC’s Distilled Writing techniques will produce clear, crisp editorial . . . 
What does it do? How does it work? How is it made? What does it cost? 
Readers will get the facts they need for basic product evaluation. 


You get sales leads while they are hot 


The fastest and most efficient sales lead service in the business press will 
process inquiries from ScHooL Propuct News readers. The automated 
reader service department, now serving all IPC magazines, produces a 
_printed sales lead for each inquiry. Forms are printed in duplicate to 
simplify follow-up control. Prompt handling makes sure that inquiries 
in on Monday are out to advertisers by Wednesday at the latest. 


May we supply a complete media file? 


Plan now to be represented in the first issue—January 1962— 
and every issue of School Product News 
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advertise in ADVERTISING AGE or 
Trans-Canada Air Lines could use 
The New Yorker, or any other for- 
eign magazine, with no restriction 
whatever. In these cases the Cana- 
dian message is addressed to a for- 
eign audience and obviously no 
penalty would be imposed. 

“It is when foreign periodicals 
are used to carry Canadian adver- 
tising to the domestic Canadian 
market that the advertiser is pe- 
nalized,” he said. 


3. The entry of U.S. periodicals 
will not be restricted through tar- 
iffs, nor will they be banned. 

U.S and other foreign publica- 
tions will be free to enter Canada 
as long as they do not contain do- 
mestic Canadian advertising, Mr. 
Laurin said. 

He said the recommendation is 
designed to deal with split runs, 
regional editions and “so-called 
‘Canadian’ sections” or ads which 
are aimed at Canada on behalf of 
Canadian distributors, outlets or 
subsidiaries. 

As an example, he cited the case 
of U. S. business magazines which 
sell ads on the basis of their Ca- 
nadian circulation. 


4. Increases in Canadian postal 
rates are not aimed at restricting 
U.S. periodicals, Mr. Laurin main- 
tained. 

These new rates were not the 
outcome of the commission’s rec- 
ommendations, he said, but the re- 
sult of postal deficits due to the 
vast number of U.S. publications 
the Canadian Post Office must car- 
ry by agreement with the US. He 
said the deficit which can be at- 
tributed to the handling of only: 
those U.S. publications with audit- 
ed circulations in Canada “is 
roughly double the total deficit that 
can be attributed to the Post Office 
handling all Canadian periodicals 
within our own country.” He add- 
ed that the new rate applies to 
periodicals shipped to the Canadi- 
an border and mailed in Canada, 
and that this combination still costs 
less than if the publisher mailed 
directly from the U.S. 


5. As to the feeling that the 
Canadian press is unfavorable to 
the report, he gave the following 
statistics: To date, 55 daily news- 
papers have commented on the 
commission’s recommendations; 36 
have favored it, 19 opposed. Also, 
35 weekly newspapers have com- 


mented, with 25 favorable, 10 
against. This totals 61 for, 29 
against. + 
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WTRF-TV | 


THE PRETTY YOUNG THING 


hod convinced her ardent 

young man of her purity, and 

thet way kept him somewhat 

in check. However, as they 
T. R. EFFIC! ported one night, he begged 
her for ‘‘just 


one good night kiss.’" ‘But | 
here in the hall," she replied, 
“Someone might see and what would they 
think?"’ ‘“‘Then let's step into your room,"’ 


can't kiss you 


pursued. “‘My roommate would resent thot,"’ 
she assured. ‘Oh, now,'' he cajoled, ‘‘I'm 
sure your roommate wouldn't mind me toking 
just one sweet kiss from your chaste lips.’’ 
“You're wrong there," she told him, ‘‘He's 
extremely jecious of me."’ 
wtrf-tv Wheeling 
SULTAN (at entrance to his harem): “‘A loof 


bread, a jug of wine and eenie, meenie, 

minie, moe. . ."* 

wtrf-tv Wheeling 
HER HUSBAND refused to let her drive the 
family car. He rents one for her. Would you 
call it His and Hertz? 

wtrf-tv Wheeling 
CY ACKERMANN SEZ: ‘‘it's nice to be 
tleman 


but it's on awful handicap in 
argument!"’ 


a gen- 
@ good 
Wheeling wtrf-tv 
BEATNIK SALAD RECIPE: Combine lettuce, 
tomatoes, cucumbers and green peppers. Add 
o@ dash of marijvona on‘ the salod tosses itself. 
Wheeling wtrf-tv 
FROM WHEELING, WTRF-TV selis for 7,500 
retail outlets ringing up 13%, billion dollars 
annually. Want your share of the big Wheeling 
TV Market? Just ask our National Rep George 

P. Hollingbery for all the specifics. 

Wheeling wirf-tv 
HANGOVER «a toot ache? Vice Versa a dirty 
poem? 


“aN Cow 


WHEELING, 
EST VIRGINIA 
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Like the weather, ABC-TV continues hot in the e e 
run for summer ratings. Again places first where ] 
first place means most: in the competitive TV . e evision 
markets offering viewers a three-network pro- “Source: Nielsen 24 Market TV Report, average audience, 


i i ; week ending July 23, 1961, all commercial pr s originat- 
gramming choice. They choose... Nielsen comm programs origin 


ing between 6-11 PM (N.Y. time) Monday through Sunday. 
tallies*. .. and the trend keeps right on trending. 
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FRED NILES OF HOLLYWOOD TAKES UNUSUAL 
APPROACH IN TV SPOTS FOR HUNT'S FOODS 
Using low key photography, brilliant food close-ups 
and the intimate voice of actor George Macready, Fred 
Niles of Hollywood produced three sales appealing com- 
mercials for Hunt’s Pork & Beans, thro Young and 
Rubicam. Credits go to Y&R’s Ed Reich, Ray Hunt, and 
Dick Rucker. Niles producer-director was Ed Morgan. 


Fred A. Niles Communication Centers 
Of Hollywood: 650 N. Bronson 
Of Chicago: 1058 W. Washington 


Your MESSAZE. +400. 


Conahay Absorbs Falconer 
Agency; PR Aftiliate Set 


Two New York agencies, Robert 
Conahay Inc. and Arthur J. Fal- 
coner Inc., have merged. The ex- 
panded organization will continue 
under the Conahay name, and Mr. 
Conahay will serve as president. 
Arthur J. Falconer has been named 
senior vp. The agency reports bill- 
ings in the neighborhood of $2,- 
000,000 

Along with the merger, a public 
relations department was set up 
under the name of White & Bauer 
Associates. The principals are Tom 
White, formerly a vp of the Cona- 
hay staff, and Alan Bauer, former- 
ly a vp with Falconer. Both will 
be vps of White & Bauer. 


Exercycle Names Lynn Baker 

Exercycle Corp., New York, 
manufacturer of exercising ma- 
chines, has switched its advertising 
account from Schwab, Beatty & 


Porter to Lynn Baker Inc., New 
York. 


in the best possible atmosphere 


| This is the one | that sticks just to the services for which it is named and further con- 
fines itself solely to the industrial-big building field. No residential, no plumbing, no 


refrigeration! 


| This is the one | that, because of its specialized, clearly focused editorial, has a unique 
appeal to ALL of the four purchase-control factors in this market: the consulting engineers, 
mechanical contractors, engineers with industrial plants, and engineers with large buildings. 


No gaps, no untouched bases! 


| This is the one | that provides not just distribution for the sake of numbers but gives 
you provable, fully paid circulation of the decision-makers in your field. Each reader pays 


for it directly, individually, voluntarily. 


| And this is the one | that, because of these distinguishing features, leads by over 2 
to 1 in advertising volume, has more advertisers, and is used on an exclusive basis by more 


advertisers. 


| This is HEATING, PIPING & AIR CONDITIONING |... 


6 N. Michigan, Chicago 2. 


. a Keeney publication, 


Advertising Age, August 14, 1961 


STOP FEELING GUILTY 
about not helping with the dishes 


Low cost Gas and Electricity are your Biggest Bargains in Better Living 


GUILT RIDDEN—Feeling sure hus- 
bands feel guilty when their wives 
do dishes while they loaf, Cincin- 
nati Gas & Electric Co. will suggest 
they buy dishwashers in humorous 
newspaper ads slated for Septem- 
ber. Stockton, West, Burkhart is 
the agency. 


Ad Council Sets New 
Push to Publicize 
U.S. Market Data 


New York, Aug. 8—A new Ad- 
vertising Council campaign will 
invite business men to help them- 
selves to a “gold mine of informa- 
tion” awaiting them at the U.S. 
Department of Commerce. 

The campaign aims to alert busi- 
ness men to facilities available 
at the Commerce Department—a 
$9 billion fund of research and 
patent information of which many 
people are unaware. A series of 
five ads will appear in space con- 
tributed by business publications. 

The ads will point out that in the 
Commerce gold mine run veins of 
lucrative, helpful free information 
on domestic marketing of products 
and services, foreign outlets for 
American companies, community 
development, and government pat- 
ents and technical research. 

Grey Advertising Agency devel- 
oped the campaign as volunteer 
agency in consultation with the 
Department of Commerce and the 
business paper advisory commit- 
tee of the Advertising Council. # 


McNaughton-Laub Adds 
Gardner; Names Sinay 
McNaughton-Laub Inc., Los An- 
geles, has been appointed to handle 
advertising for Don Gardner & As- 
sociates, Los Angeles, licensor for 
Lockeed Corp., Marineland, and 
other accounts. McNaughton-Laub 
also has named Hershel D. Sinay, 
formerly with Carson/Roberts, an 
assistant account executive. 


JUST ASK FOR MARIE... 
Call WAbash 2-86551! 
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When the commercials 
make the annual report 


... THATS NEWS 


“In 1960, Atlantic increased its earn- 
ings by 54% over 1959.” 


So begins the annual report of The 
Atlantic Refining Company. The gain was 
due mainly to the success of management 
in effecting improved control of crude oil 
sources and a better product mix. 


A better product mix, as the report 
goes on to explain, means that Atlantic 
sold more premium gasoline, and other 
profitable products, than ever before. 


To quote the report: “Much of the 
credit. for Atlantic’s improved marketing 
picture can be attributed to the sustained 
increase in Atlantic Imperial gasoline sales. 
A new feature of carburetor cleaning was 
introduced to the public in May... . The 
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outstanding performance of this new 
Imperial gasoline, backed by an effective 
advertising program, resulted in prompt 
public acceptance and in the enthusiastic 
support ofthe entire dealer organization.” 


The greater part of this advertising 
was in the form of unusual television com- 
mercials built around the promise that 
Imperial gasoline “Cleans your carburetor 
as you drive, and keeps it clean.” 


Imperial’s sales growth, which was 
substantially in excess of the industry’s 
rate, has been instrumental in increasing 
Atlantic’s share of its 17-state gasoline 


‘marketing area. 


You can’t find a much better documen- 
tation for the power of a selling idea. 


The commercial is the payoff....N.W. AYER & SON, INC. 
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SERVING 
MORE THAN 
42,000,000 Ame 
PEOPLE--- 


is reflected in 


400 N. Broadway 


THE CATHOLIC INSTITUTIONAL 


: The growing Catholic population now in the U.S. exceeds 
Sm the combined populations of Sweden, Norway, Finland, 
ieee Denmark, Holland and Belgium. 

a This same growth (more than 
47.04% in the last decade!) 


churches, schools, 
nursing homes, orphanages 
and protective institutions. 
Catholic Management Journal 
reoches the greatest single con- 
centration of decision-makers . . . reaches 
all buying levels in the Catholic institutional market, with pre- 
selected coverage of parishes with known, active buying power. 


CATHOLIC MANAGEMENT JOURNAL 


General Mills, U&I 
Sugar Help Promote 
Washington Fruits 


SEATTLE, Aug. 9—Washington| 
peaches will go to market this! 


MARKET 


growers, a sugar manufacturer and 


a flour miller. The total ad backing | 

; is heavier than in any recent year. | 

Catholic To open up the consumer pro-| 
hospitals, 


motion, Washington State Fruit | 
Commission will air a new singing 
commercial on radio. Stations car- | 
rying the promotion are KING, | 
KIRO, KOL, KOMO, KTAC and_| 
KTNT, in Seattle and Tacoma, 


KXLY in Spokane. In addition, 
Market Casters is used in Seattle 
for in-store promotion. 

The fruit commission is support- 
ed entirely by growers. Its agency 
is Pacific National, Seattle. 

Another phase of the promotion 
finds the fruit commission and 


* Milwaukee 1, Wis. 


CORBPREAVIL YD .... wimyiv crostes 


sales in the 


This intricate mosaic based on the sculpture of 
Queen Nefertite is an example of one of the 
oldest known forms of art . . . the creation of 
a design from many small pieces of stone. 

For the creation of sales, depend on WFMY- 
TV to bring together 2.3 million viewers and 


Ts Stee pe 
> oO 


eer snen. 


- Tee 


nation’s 44th market* 


produce results for you in the nation’s 44th 
TV market.* 

For full details about WFMY-TV’s creative 
abilities in the growing Industrial Piedmont, 
call your H-R-P representative today. 


* Source: Television Magazine, 1960 Data Book 
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FOR U & ME IT’S U&I—So says this 
page, set for the Aug. 26 issue of 
The Saturday Evening Post. Placed 
by U&I Sugar Co., it is part of a 
joint promotion with the Washing- 
ton State Fruit Commission. 


U&I Sugar Co. sharing jointly in 
the costs of a newspaper drive 
scheduled for 21 dailies in Wash- 
ington in late August and early 
September. Here the pitch will be 
toward home canning of peaches, 
pears and plums with U&I sugar. 


= The joint promotion by U&I and 
the fruit commission has become 
an annual affair. The handling of 
the advertising alternates between 
the agencies of the two sponsors. 

This year David W. Evans & 
Associates, U&I’s agency, handles 
the promotion out of the Seattle 
office. 

This week General Mills is put- 
ting on a newspaper promotion for 
fresh peach shortcake with Bis- 
quick, using dailies in Washington 
and Oregon. 

U&lI sugar, in a promotion of 
its own, will run a color page in 
The Saturday Evening Post for 
western states on Aug. 26 with 
emphasis on jams, jellies and pre- 
serves of peaches, pears, prunes, 
grapes and apples. This ad is one 
of three that U&l has scheduled 
in the Post this year. The first ran 
June 3, on strawberries; the third 
is scheduled for December, on 
Christmas sweets. These ads are 
prepared by the Salt Lake City 
office of the Evans agency. 


s U&l also is carrying 140 outdoor 
30-sheet posters in Washington, 
Oregon and Idaho, and 2'%-sheet 
in-store display pieces based on 
the same artwork. 

Late in July, to open the sum- 
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GREENSBORO, N. C. 
“NOW IN OUR 12TH YEAR OF SERVICE’ 
Represented by Harrington, Righter and Parsons, inc. 


mer fruit season, the Washington 
State Fruit Commission sponsored 
a luncheon in Seattle for 40 home 
|economists, women’s page writers 
‘and representatives of trade asso- 
| ciations. + 


Merton Salt Sets New Push 

| Morton Salt Co. will begin na- 
| tional distribution of its Morton 
|Popeorn salt (an extra-fine salt) 
| this fall, following successful test 
marketing in three major markets. 
| Two-page color inserts will be run 
|in five grocery publications, start- 
|} ing Aug. 15, to promote the prod- 
j}uct. Needham, Louis & Brorby, 
| Chicago, is the agency. 


NATIONAL CATHOLIC FAMILY " 
jem MAGAZINE: 
| Put this active 
\ market place on 
your next schedule. 
OCT. ISSUE CLOSES AUG. 20 
Orders and sample copy requests to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 
28 E. Jackson Bivd. Chicago 4 
Telephone HArrison 7-7176 
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How to be happy 
on $400 million 


a year 


Kuwait is a little country with big problems. With $400 
million in revenues last year, Shiek as-Sabah’s nation is the 
greatest oil producer in the Middle East. But one of his 
toughest chores, say CHEMICAL WEEK’s editors, is how 
to spend money. He’s invested heavily in schools, hospitals, 
housing, highways, sea water distillation and a $30 million 


harbor. But now he’s running out of public works. 


So Kuwait is concerned with new developments — especially 
the Chemical Process Industries. One of its first projects — 
to go onstream in ’63 — is a new petrochemicals facility to 
produce caustic soda, chlorine, urea and polyvinyl] chloride. 
Next will come synthetic rubber, chlorinated products, car- 
bon black and aluminum. Later, who knows? Maybe an en- 


tire chemical complex. 


CPI management men are watching Kuwait. For today, 
their domain is the world with interests equally wide. Prices, 
production, technology, international economics. . . the men 


responsible for profits are into everything. And nobody 


knows this better than CHEMICAL WEEK .. . because 
management’s business is CW’s business. Of all CPI publica- 
tions, none reflects its audience character more clearly in the 
editorial pages than CPI-Management’s own magazine. And 
when you’re advertising, it’s so satisfying to know the right 


people are paying attention. You’re sure of this .. . in 
CHEMICAL WEEK! 


Industry Spokesman for CPl-Management 


Chemical We ek | 


A McGraw-Hill Businesspaper 
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The new March ARB shows 


WJIM-TV 


has increased it’s audience in 


FLINT 


Michigan's second market by 


63% 


during the past twelve months! 


(Sunday through Saturday . . . 9:00 om - Midnight) 


" Now . . . more than ever . . . WJIM-TV dominates Mid-Michigan! 


Coming 
Conventions 


(Listed Alphabetically) 


*Indicates first listing in this column. 


*Advertising Federation of America, re- 
|gionai conferences: 10th district, Tulsa 
| Mayo Hotel, Tulsa; Sept. 22-24; 7th dis- 
trict, Jackson, Miss., Oct. 8-10; 3rd dis- 
trict, Jack Tar Hotel, Durham, N.C., Oct. 
19-21; 2nd district, Hershey Inn, Hershey, 
|Pa., Nov. 10-12; 8th district, Hotel St. 
Paul, St. Paul, Minn., Nov. 24-25. 

Advertising Research Foundation, 
enth annual conference, 
dore, New York, Oct. 3. 

Affiliated Advertising Agencies Net- 
work, 17th annual international meeting, 
Sheraton-Blackstone Hotel, Chicago, Sept. 
11-17. 

Agricultural Publishers Assn., annual 
| meeting, Chicago Athletic Assn., Oct. 16- 
| 17. 

American Assn. of Advertising Agencies, 

ees! central region meeting, Ambassador West 

tgs ore “i Hotel, Chicago, Oct. 12-13; western region 
uk BLAIR TV MAN meeting, Hotel del Coronado, Coronado, 
California, Oct. 15-18, eastern region meet- 
ing, Biltmore Hotel, New York, Nov. 15- 
16. 
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Hotel Commo- 
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Why is approximately 80% of the 
local TV money in the Des Moines 
market invested on KRNT-TV ? 


Central Surveys. 
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> KRNT-TV makes 
* cash registers ring! 
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The quality of our quantity of audience is 
apparent to local advertisers who live here and 
who must prosper here. Their cash register 
must ring — they have no alibis! Their cash 
register is their copy tester! 


The believability of the exclusive KRNT-TV 
personalities (we have more than all other 
stations) is shown by the cash register and by the 


Month after month, year after year, 
KRNT-TV ratings are high. Highest 
Newscast ratings in the nation! Highest 
sportscast ratings! Highest local personality 
ratings! 


If you want to find out more about this 
unusual station, we suggest you check any 
business man in your line of work in Des 
Moines. Ask him about KRNT-TYV. You, too, 
can get outstanding results by advertising 


KRNT ch. 8 TELEVISION 


DES MOINES, IOWA 


An Operation of Cowles Magazines and Broadcasting, Inc. 
... and represented by The Katz Agency, Inc. 


Advertising Age, August 14, 1961 


*American Management Assn., work- 
shop i on package design and mer- 
anes Hotel Astor, New York, Oct. 

American Women in Radio and Televi- 
sion, national convention, Sheraton-Chi- 
cago Hotel, May 3-6, 1962. 

A fated Busi Publications, fall 
conference, Drake Hotel, Chicago, Oct. 18. 

*Assn. of National Advertisers, new 
products workshop, Waldorf Astoria, New 
York, Sept. 28. 

Assn. of National Advertisers, annual 
meeting, The Homestead, Hot Springs, 
Virginia, Nov. 2-4. 

Audit Bureau of Circulations, annual 
meeting, Drake Hotel, Chicago, Oct. 19-20. 


Broadcasters’ Promotion Assn., annual 


convention, Waldorf-Astoria Hotel, New 
York, Nov. 6-8. 


Direct Mail Advertising Assn., 44th an- 
nual convention, Statler-Hilton Hotel, 
New York, Oct. 10-13. 


*Financial Public Relations Assn., 16th 
annual convention, American Hotel, Bal 
Harbour, Fla., Nov. 26-30. 


International Advertising Assn., fourth 
international conference, Madrid, Sept. 20- 
22. 


Junior Panel Outdoor Advertising Assn., 
llth annual convention, Sheraton Hotel, 
Chicago, Oct. 12-13. 


Magazine Publishers Assn., fifth annual 
fall conference, Hotel Commodore, New 
York, Sept. 18-19. 

Midwest Newspaper Advertising Exec- 
tives Assn., bi-annual meeting, President 
Hotel, Kansas City, Mo., Sept. 9-11. 

*Mutual Advertising Agency Network, 
management meeting, Palmer House, 
Chicago, Oct. 26-28. 


National Assn. of Broadcasters, regional 
conferences: Jefferson Hotel, St. Louis, 
Oct. 13; Sheraton-Dallas Hotel, Dallas, 
Oct. 16; Hotel Utah, Salt Lake City, Oct. 
18; Sheraton Palace, San Francisco, Oct. 
20; Somerset Hotel, Boston, Nov. 10; Pitts- 
burgh-Hilton Hotel, Pittsburgh, Nov. 13; 
Leamington Hotel, Minneapolis, Nov. 15; 
Robert Meyer Hotel, Jacksonville, Nov. 20. 

National Assn. of Educational Broad- 
casters, annual convention, Willard Hotel, 
Washington, D. C., Oct. 23-26. 

National Editorial Assn., annual fall 
meeting, Pick-Congress Hotel, Chicago, 
Oct. 12-14. 

National Federation of Advertising 
Agencies, central states group, Lake Tower 
Motel, Chicago, Sept. 28-Oct. 1; eastern 
states group, Statler-Hilton Hotel, Wash- 
ington, Oct. 7-8. 

*National Newspaper Promotion Assn., 
midwest regional meeting, Jack Tar Ho- 
tel, Lansing, Mich., Oct. 21-24. 

New England Newspaper Advertising 
Executives Assn., annual meeting, Parker 
House, Boston, Oct. 2-3. 

Newspaper Advertising Executives Assn. 
of the Carolinas, summer meeting, Grove 
Park Inn, Asheville, N.C., Aug. 18-19. 


Outdoor Advertising Assn. of America, 
annual meeting, Diplomat Hotel, Holly- 
wood-By-The-Sea, Fla., Oct. 22-27. 


Point-of-Purchase Advertising Institute, 
15th annual symposium and exhibit, Mc- 
Cormick Place, Chicago, Nov. 17-9. 


Southern Newspaper Publishers Assn., 
58th annual convention, Boca Raton Hotel, 
Boca Raton, Fla., Nov. 13-15. 


Television Bureau of Advertising, an- 
nual meeting, Statler-Hilton Hotel, De- 
troit, Nov. 15-17. 


Bartels, Witmer Join Leblanc 
John A. Bartels has been named 
sales promotion manager, and 
Richard C. Witmer has been ap- 
pointed advertising manager of G. 
Leblanc Corp., Kenosha, Wis., mu- 
sical instrument manufacturer. 
Mr. Bartels formerly was market- 
ing director of Crichton Corp., 
Milwaukee; Mr. Witmer previously 
was advertising and sales promo- 
tion manager of Warner Electric 
Brake & Clutch Co., Beloit, Wis. 


Lyons Joins Tombras 


David F. Lyons, advertising and 
sales promotion manager of Dayco 
Corp., Waynesville, N.C., has 
joined Charles Tombras & Associ- 
ates, Knoxville, as an account ex- 
ecutive. 


PUBLIC RELATIONS 


(Man or Woman) 


for SHOPPING CENTER 


Regional Shopping Center in suburban 
area requires experienced person to 
handle public relations and promotion. 
Excellent growth potential. Submit de- 
tailed resume of experience and quali- 
fications, and desired salary. 
Box 851, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
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Advertising Age, August 14, 1961 


Admen Were Busy at AA Creativity Workshop 


Mathews Stratton Macdonald Ayers Smith Belan Duncan McGoldbrick Perry Ekman Hansen Shapiro 
PLATTER CHATTER—No formal luncheon speakers allowed, so participants in the fourth Standard Brands, New York; Hal Smith, Needham, Louis & Brorby, Chicago; W. M. 
annual Summer Workshop on Creativity in Advertising, sponsored by Advertising Age, Belan and Ken Duncan, S. C. Johnson & Son, Racine; and a group of students and 
had ample time for informal discussion. Taking advantage of the chance are P. J. graduate students from Northwestern University, C. Robert McGoldbrick, James Perry, 
Mathews, Vickers & Benson, Toronto; Robert Stratton, Minnesota Mining & Mfg. Richard Ekman, Conrad Hansen and Irwin Shapiro. More than 420 admen and women 
Co., St. Paul; Elizabeth Macdonald, Imperial Advertising Ltd., Halifax; Jack Ayers, from the U. S. and several foreign countries attended this year. 


Britt Graham Bernstein 
GAB FEST—Virginia Graham, radio-tv personality, chats with Steuart 
Henderson Britt, Northwestern University, and S. R. Bernstein, edi- 
torial director of Advertising Age, at the workshop. Miss Graham 
was one of the principal speakers in the four-day meeting which 
was held in the Palmer House, Chicago. 


Fiegel Frederick Conry Hamilton Mohler 
MATRICULATION—Enrolling at the fourth annual Sum- Conry, U. S. Department of Labor; Norman Ham- 
mer Workshop are Al Fiegel, Ackerman Associates; ilton, Studio One; and Glenn R. Mohler, General a. ——: ' 
Wilson Frederick, Foltz-Wessinger Inc.; Gladys M. Foods Corp. Hanson Curd Peek Fulton 

BETWEEN SESSIONS—Trading ideas at workshop are A. W. Hanson, 
General Mills, Minneapolis; James S. Curd, Rippey, Henderson, 
Bucknum & Co., Denver; Francis E. Peek, Harris & Love, Salt Lake 
City; and Donald L. Fulton, Albert Frank-Guenther Law, Chicago. 


- 


Bernbach 


Freberg McMahan DuPont 

WORKSHOP SPEAKERS—These five men—William Bernbach, president of Doyle Dane _ television ad consultant and Advertising Age columnist; and Lawrence E. DuPont, vp, 
Bernbach Inc., New York; John W. Amon, vp and director of art, Needham, Louis & radio-tv department, Tracy-Locke Co., Dallas—were among the admen who spoke at 
Brorby, Chicago; Stan Freberg, head of Freberg Ltd., Hollywood; Harry McMahan, the annual summer workshop. 
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Iilustrator: Stan Ekman, whose 
contributions to national magazines 
a range from mass circulation covers and editorial, 


illustration to the advertising pages. 
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riple play 


American advertisers, like baseball pros, play to win against competition 
in the cities and towns of America. In product selling, magazine 


advertising sets up a triple play that links consumer, dealer, and clerk 


behind the counter in one pattern of buying and selling action. The same During the past quarter century we have prepared 
, ‘ F . fine photoengravings for many of America's most 
magazine ad that builds brand loyalty with consumers builds brand oi , ; 
i. competitive national advertisers . . . including the 
Se preference with dealers and stimulates sales people at the point of sale. first multi-page magazine advertisements in color. 


ia ' , , ; (. We have worked closely with leading illustrators 

r This is why national magazines are a basic medium of merchandising 
and photographers, art directors and production 

team play whenever markets must be held or built against strong competition. managers, to set new technical standards in mag- 


azine advertising, first in letterpress, then in gra- 


vure. This advertisement, one of a series, ex- 
presses our appreciation of the basic part played 
by national magazines in building a stronger and 
more successfully competitive America. 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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Advertising Age, August 14, 1961 


Admen Were Busy at AA Creativity Workshop 
a 


.F, 
Ww 


Crosby Gilbert Demarest Davison Steele 
Kelley Hirsch Langerman 
REGULARS—Among those who have attended three of the four annual 
Advertising Age Summer Workshops on Creativity in Advertising 


FULL HOUSE—More than 400 admen and women from Aug. 1 through Aug. 4 in the Palmer House, Chi- are Verne Kelley, Greyhound Corp.; William Crosby, Edwards & 
all over the U.S. and several foreign lands attended cago. On his way to the rostrum to address the Deutsch; Edward Hirsch, Winius-Brandon Co.; Ernie Gilbert, Wey- 
the fourth annual Advertising Age Summer Work- group (lower left) is Leo Burnett, board chairma erhaeuser Co.; Steve Demarest, Rocky Mountain Metal Products 
shop on Creativity in Advertising, which was held of Leo Burnett Co. Co.; Harold Langerman, Lewis & Gilman; E. F. Davison, Aves Ad- 


vertising; and William Steele, Upjohn Co. 


we G 
— 


id 
> 


[ress sory : 
de Celle Henderson White Cary 

CREATIVE CRITICS—This panel of four agency execu- New York; Jack de Celle, copy chief of Richard N. 

tives from different sections of the U. S. presented Meltzer Advertising, San Francisco; James M. Hen- 

outstanding regional advertising from their areas at derson, president of Henderson Advertising Agency, 

Freberg wn the workshop. Members of the panel were Norman’ Greenville, S. C.; and Gordon White, vp and copy 

FREBERG FETED—S. R. Bernstein, editorial director of Advertising Age, D. Cary, creative head of Monroe F. Dreher Inc., chief of Batten, Barton, Durstine & Osborn, Chicago. 


presents a gift to Stan Freberg, head of Freberg Ltd., Hollywood, 
following Mr. Freberg’s speech at the Summer Workshop. 


Pas, 4 


ae ae 


Garfield Hagerman Aves Turean Segrist Fry McNoldy McGaw 


Harnsberger O'Neill 
PERFECT ATTENDANCE—These ten admen are members of the exclusive group who have _ Biddle Co.: Nate Fry, Quality Advertising Co.; James McNoldy, Howard Swink Ad- 
attended all four meetings of the workshop. They are Wesley Aves, William Hagerman  vertising; Stephen McGaw, Jarman Shoe Co.; Robert Harnsberger, Luray Caverns; 
and John Turean, Aves Advertising; S. C. Garfield, Garfield Advertising; E. L. Segrist, and Larry O’Neill, Van Sant, Dugdale & Co. 
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The department store is all America’s marketplace. No other retail business approaches its scope 
and complexity or does so much to equip the home and serve the needs of the entire family. 
DEPARTMENT STORE ECONOMIST, one of 19 Chilton business magazines, is the trusted friend 
and adviser of over 11,000 stores...a $19 billion department store market located in cities, towns 
and urban centers. CHILTON COMPANY, Chestnut & 56th Streets, Philadelphia 39, Pa. 
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why change a winner? 


Why alter the format of a magazine that is now outstripping its competitors in 
both advertising and editorial linage? Why, indeed, when paid circulation is at 
an all-time high and the renewal rate has jumped by 22.9% in the past year? 


To increase the usability and expand the services required by changing conditions. 


To even more effectively get ideas up off the page and into the reader’s mind. 


What's new for the reader? 


A distinctive, yet more manageable size. A 300% increase in full editorial 
pages. More full-color illustrations. Shorter reading time. Improvement in 
graphics. Expanded service features. A more attractive arrangement of articles. 


What’s new for the advertiser? 


A wide-margin page to dramatically present a full-page 7x10 advertisement. 
Fewer small advertisements on a page assuring better visibility and 

readership. More attractive furnished insert rates. Standard ad sizes 
throughout with no increase in space rates. Numerous production economies for 
the advertiser with the flexibility of offset printing. Square back 

patent binding assuring full visibility of gutter-bleed spreads. 


What of the old will be retained? 


The same thorough treatment in depth of all subjects. Trend-setting ideas 
including Decor for Dinnertime series. International award programs in 

both food service and interior design. All-industry reporting for the 
well-informed executives in the field. The most complete new product coverage. 
Dramatic pictorial layouts that stimulate readership. 


What supports this major change? 


Loyal subscribers taking the time to tell us the current size is 

‘“‘awkward to file’, “‘hard to read in bed’’. A long-range program of analysis 
by our staff as to how the magazine is read and used. An extensive 

series of nationwide personal interviews by a leading research organization 
demonstrating our current strength and an even greater preference with 
the proposed new format. 


What do you gain? 


An increased opportunity to create dramatic advertisements more economically. 
There are ample illustrations in our 240-page pilot issue with 4-color 

and 2-color editorial and advertising layouts. Our representatives are 

anxious to show you the pilot issue, a new rate card with new ad sizes, 

offset specifications and conversion details plus full information on 

the field survey that supports the change. Contact any of our offices listed 
below or Consult Your Advertising Agency. 


INSTITUTIONS 


MAGAZINE OF MASS FEEDING + MASS HOUSING 
‘@: 1801 Prairie Ave. *« Chicago 16, Ill. « CAlumet 5-1800 o 


NEW: YORK 17—110 East 42nd St. Oxford 7-1660 « CLEVELAND 14—913 Citizena Bldg. Superior 1-0250 « LOS ANGELES 5—McDonald- 
Thompson, 3727 W. Sixth St. Dunkirk 7-5391 « SAN FRANCISCO 5—McDonald-Thompson, 625 Market St. Exbrook 7-5377 « DENVER 3 
—McDonald-Thompson, 620 Sherman St. Tabor 5-3325 « DALLAS 19—McDonald-Thompson, 2727 Oak Lawn Ave. Lakeside 1-1266 
HOUSTON 6—McDonald-Thompson, 3217 Montrose Blvd. Jackson 9-6711 « PORTLAND 4, ORE.—Frank J. McHugh Co., 520 S. W. 6th 
Ave. Capitol 6-2561 e« SEATTLE 1— Frank J. McHugh Co. 1331 Third Ave. Main 4-3840 ¢ ATLANTA 3, GA.—Pirnie & Brown, 1722 
Rhodes Haverty Bldg. Jackson 2-8113 e¢ CORAL GABLES, FLA.—Pirnie & Brown, 33-Giralda Ave. Highland 8-6592. 
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America’s largest selling 6b 
brews a promotion winner 


Budweiser’s “Pick-A-Pair” promotion played its third encore this year... 
each campaign more successful than the year before 


Every year, “Pick-A-Pair” has moved 


“PARADE has given us the intensive coverage necessary in important 
trainloads of Budweiser “6-Paks” 


markets. Ads-in the Sunday magazines talk directly to the customer, 
off retail floors and boosted sales of because they are a part of the local newspaper the customer reads and 
other grocery items through multiple uses. That's why retailers, too, like and respond to advertising that appears 
pricing. in these magazines. 

An important part of the Budweiser “The Sunday magazines,” Mr. Smith added, “definitely have played an 
success formula is an advertising important role in the continued success of the ‘Pick-A-Pair’ sales. PARADE’s 
push heavier than any other beer support has been a decisive factor in developing Budweiser’s ‘Pick-A-Pair’ 
promotion, featuring full color pages promotion to its position as the biggest of its kind in America.” 

ALO SMITH Yen Penn trong in PARADE, several other magazines, 


Sater Promotion Anteuwe Bawh a 


heavy radio and TV schedules, and 
extensive use of outdoor advertising. 
“There can be no question,” says Walter T. Smith, Jr., “that 


PARADE has been a major instrument in the ‘Pick-A-Pair’ success. THE SUNDAY MAGAZINE OF 65 STRONG NEWSPAPERS ALL OVER AMERICA 
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Peterson Sees Need for Brand New Marketing Methods 


By Peter G. Peterson 
President, Bell & Howell Co., Chicago 


It is my basic premise that many man- 
agements are growing increasingly rest- 
less about marketing. Some consciously, 
some less consciously, but restless none- 
theless—and the reasons are many. 

I believe many managements are grow- 
ing restless because they wonder wheth- 
er the old marketing solutions and the 
old marketing principles, however tried 
and true, in their time, are adequate for 
tomorrow’s consumer markets. 

I believe they become restless as they 
look around at some of the outstanding 
marketing successes of others. They 
often find departures from tradition, ele- 
ments of boldness, and strategies with a 
sharp edge that set these brands apart 
from their competitors. 

In this connection, I believe the Ameri- 
can Marketing Assn. could perform a real 
service for American industry if it would 
systematically study some of these out- 
standing marketing successes to see what 
could be gleaned, and which of our theo- 
ries still seemed valid and which seemed 
obsolete. 


a John Galbraith talks about the ‘“con- 
ventional wisdom.” 

It would appear that quite a number 
of the outstanding brand successes have 
found that the kind of marketing wisdom 
that often pays off these days is the un- 
conventional wisdom. 

For example, in the face of the con- 
ventional wisdom on the relationships 
between lower price segments and sales 
volume, we see major product categor- 
ies where brands that carry a substan- 
tial price premium have achieved sales 
leadership in such diverse fields as tele- 
vision sets, in cake mixes, in cheese cakes, 
and I might say in movie equipment. 
Last year, our company moved into sales 
leadership with a line of equipment whose 
price (and whose quality, we believe) is 
substantially above that of our compe- 
tition. 


in Changing Markets of Sixties 


Tried and true marketing methods may not be enough to move “the coming log-jam in new products,” Pres- 


ident Peter G. Peterson of Bell & Howell believes. For example, he observes that whereas conventionally many 


low-price items have achieved high sales volume in mass markets, the future may see more sales successes 


by the high-quality brand at a premium price. He foresees more stress on selected (rather than mass) mar- 
kets, on advertising with deep impact on a market segment rather than mere exposure to mass markets, on 
helping the customer to use theproduct more effectively, to “enjoy our products more after they buy them.” 
He urges new concepts that stress “not just selling the consumer, but serving him over the life of the prod- 
uct.” He expressed his views in a talk, which is reproduced here, given at the American Marketing Assn.'s na- 


tional conference in Los Angeles. 


This conventional wisdom also tells us 
that there is an inevitable trend toward 
mass selling and mass communication 
with less and less need for a personalized 
relationship with the consumer. Yet, we 
can all think of outstanding success sto- 
ries of companies who have decided to 
take their product directly to the consum- 
er—in products as different as cosmetics 
and books. 

In the insurance business, we find very 
successful companies insuring the unin- 
surable, and thinking the unthinkable; 
i.e., challenging the role of the tradi- 
tional agent in the insurance. business. 


Tomorrow's Market: Log-Jam 

But even if there weren’t so many ac- 
tual cases where unconventional thinking 
seems to be paying off, I believe that the 
very nature of markets of the sixties 
would make management restless. 

The word I use to describe this funda- 
mental condition of tomorrow’s market 
is . . . log-jam. 

Some experts tell us they expect 1970 
will find us with as much as 25 billion 
dollars worth of advertising. The con- 
sumer will be expected to assimilate this 
tremendous volume of communication 
with that same single pair of ears and 
eyes that he now has. 

With this volume of advertising, the 
greatest threat for a product could easily 
be not being seen or heard at all. I be- 
lieve managements are beginning to ask 
themselves: Will conventional approach- 
es be good enough? 

Let us also look at the coming log-jam 
in new products. As we look to the 800 
billion dollar economy that is predicted 
for 1970 and the increase of about 40% 
in consumer expenditures that will be 
required to reach that goal, management 
can well be restless about how this tre- 
mendous volume and number of new 
preducts will be created and marketed. 


ws With this kind of new product log- 
jam, the premium for brilliant product 
planning will obviously go up geometri- 
cally. 


And yet, our desire for these brilliant 
innovations has to be tempered by what 
has actually happened over the last sev- 
eral decades. 

In a sense, research and development 
and technology are probably great equal- 
izers. While it is true that research and 
development sometimes give a company 
a basic and long-range patent position 
(as has happened in the photographic in- 
dustry with Polaroid) I think it is more 
often true that research and develop- 
ment moves at a fairly even pace within 
an industry. Any real product advantage 
that a company has has more often been a 
short-term one. 


‘Ford Man’ and ‘Chevy Man’ Pass; 
Today's Brands ‘Pretty Much Alike’ 

This rather profound shift has certainly 
been sensed by the consumer. 

Thirty years ago, I would guess that 
many consumers would rate one or two 
brands in most categories as being the 
best, and perhaps a few brands that he 
would consider pretty poor. 

For example, in the thirties, most of 
you were probably either Ford men, 
Chevy men, or Buick men, and had clear 
views on the subject. Today, I would 
suspect that most consumers would rate 
most brands as being “pretty much all 
right” and “pretty much alike.” 

And, of course, we can expect that 
foreign brands of good quality, low prices 
and innovation will provide an even more 
impressive challenge to the American 
manufacturer who is trying to differen- 
tiate his brand. 


= The market place of the 1960s will 
indeed be a very crowded and a very 
noisy place. And I believe many man- 
agements are growing increasingly rest- 
less about how their brands are going to 
fit into this market place. 

Before talking about some _ specific 
areas of opportunity that the marketing 
fraternity might want to explore, I think 
I should be more explicit about the funda- 
mental approach that I believe is most 
likely to be successful in an era like the 


one we are entering. 

I believe the real premium will go to 
those who individualize themselves, to 
those who anticipate, to those who lead, 
to those who try the untried; in short 

. more than ever, this is the market 
for the bold. 

This is the market for the innovator. 

If this is the appropriate over-all 
strategy for the sixties, then what are 
the implications for marketing profes- 
sionals such as yourselves who are “de- 
voted to the advancement of science in 
marketing.” 

Part of my answer depends upon our 
conception of science. If we see science 
largely as methods and techniques that 
in themselves can provide answers (in- . 
cidentally, I most emphatically do not 
see science in this light), then I would 
say that I do not feel science can pro- 
vide the kind of imaginative marketing 
answers that I believe are necessary. As 
Charles Kettering once pointed out, 
“You don’t do research in the laboratory, 
you do it in your head.” 


‘Magic, Not Facts, Has 
Brought Product Innovations 

For I do not believe that one can very 
often synthesize innovation, even with 
the most careful collection of facts. 
There’s a touch of magic that has been 
extraordinarily difficult, for me at least, 
to put my finger on whenever I have 
seen a really unique marketing program 
created, or a scientific breakthrough in 
our research center right here at Pasa- 
dena. 

And, as I review some of the important 
marketing and product innovations of 
our time, I find it hard to believe that 
available facts would have made an im- 
portant contribution. 

Richard Sears, the founder of Sears, 
Roebuck, was thought to be a rather ir- 
responsible maverick when he developed 
the method of selling by direct mail with 
aggressive promotion. 

Mr. Birdseye was a man who simply 
knew that frozen foods served a real 
need. For the first few years, not many 


af OP eo tht ae ae RG Sn, ONE UG rn a oe es ee. Sem AT eS gd ee es Ce an eee en i a ae er neh  Lrre eee Se Oe PS OE ee ee Esa arf iT gts, At | a rien Sie a LAH “Us 4° 3 Pian | e.g a 
seek. Perey ete Asa vires see ME Ne on oy RR mt Sen Saar a releealaaes Pat ar a aaa RECA ae Heian Snare aa Paros Bes", ane tee NS Fea i tees cage...) SX Occ eee > ple hm cae Ne 
pre meme EET he as Eerie meee omg 88 Pkt oS ie ek Goce Se es Bees i ot wg me pr” eee i dese BRP Mee yo 9 7 a 
So ae Ee as A = Bi is ie Bs ee Mhaiecaet: sine ee B oe 3 + PN Reet pete ea as eee . oak > < zy Bee age Po op eae ye = "tore cote, = ae 
i Sys cos aR pO aN ee ce ea! es ee ps oe en Nes : = ? gy icc, eat ee i 3 1. ae ys Je eka he ieee oie Scie. ae i ae 3 
Hotes A ee aa ody Sie et oe STS Eat 5 ee rt Aura Va Pe? ne gis : : ae ae Ge ee i - oe at : 2 PSY ne eg ea Oar ieee es | Ber fC . ee 
cD SAE i I ae ata ee See ee oer Spas ea tia Sage rea OMe ge OR: Gadel 
Pee es eS oT emma ie eek Cane ee inte ee as aie ee VO oa ea Mt emt SSB ois: oc oy he gt gas, ares ie i a Me eS 
PAR pe SPR oc kN ee ee a eR eS ee ee aks ee ee a a el al Ek Napa 
scl Sea Si Ne a eee ‘ Beam ir. 1 Sige oe oii ES PR ae ae " iran bate apy area site r 5 ‘ et yao a aoe 
ie : oe eee 
OU a . ! ‘oh aie eaeP a 
Gia ae oe cage 
os ioe ied 
ee Ppa oe SB adh § 
ee Pe aay 
ost ta ame 
< eae Sena ee eee i 
are A fe eee 
; Ree res freee 
ag avast aoe res 
fee Pieces the scaly 
i Si, ae 
ee oe aE RRM 
ene a 0. as 
aoe 2 — 
a DS 2 Y 
Pet 
7 ee 
oh ‘. 
é, ap ; . 
: oe a 
ies: pape eee. 
Der ae) <a 
asta a 2 Ad ap, 
Bet ee ee eake 
eT bag at ter Stamina 
tach Reese Sir. 
aon She ees Vig eae aan 
NR CR ire mae 
mee ae Seer ye 
eee Beige es ne 
i 2 Sheen Cit Serna 
; ee eee 
pe Mas Bee 
: BO bic 
3 Pie : . 
Sn * . rn 
| i s 
> 
iy —~ 
- — — 
é . i om % 
ee : Re oe 
ereers q Baas his Od eR eae 
Be Pf : 7 oo hag See 
x ee 
’ al 
" in AF Hea ; i 
ee oe eee 
aes Se ayes i Pouce 
Meir’ Ne EY ie 
er pO ae 
i 
Selig, 
4 Winer ee 
pee ay eget ie 
ee eae: 
Sera: Ae 
Saag ts 
re ae } i eon 
nee. } ese 2 aR 
ee ae 
‘2 ere Oe vee 
re ; ae Sn ee 
so | me 
< 
: | 
‘ i} 
fishin an Pe 
ina | é 
Preise 
viene, 
ey 
rae ; 
aor : 
way z ae 
ae = 
es _ | 
sie e - 
2 : ‘ : 
Beaty 2 . € ’ ’e yi « ¢ 2 ae 1 ae 


people, including consumers, seemed to 
agree with him. 

Mr. Romney of American Motors 
couldn’t tell whether people “wanted” a 
compact car by reviewing available data. 
He simply had a deep conviction that 
the time was ripe and that these cars 
served a need. 

Outdoor movies were originally consid- 
ered quite a fantastic notion by nearly 
everyone at the time of their inception. 
Cars were to travel in, not to watch mov- 
ies in. 


® These were men with commitments. 
These men innovated. They aggressively 
implemented the innovation, against all 
kinds of “evidence.” And only then, I’m 
afraid, and not before, did the consumer 
know this is something he wanted. 

When dealing with markets, we are 
obviously dealing not with things, but 
with people. We all know that a person 
is not a constant, not an invariable, but a 
changing cluster of needs, wants, appe- 
tites and fears, often contradictory. 

For example, in the world of the thea- 
ter, even the most sagacious, well-in- 
formed men admit to the enormous dif- 
ficulties of predicting success. 

The folklore of the theater tells us that 
“Death of a Salesman” couldn’t be suc- 
cessful because it had death in the title. 
And everyone knew that “Oklahoma” 
wouldn’t succeed because no musical 
with a ballet in the middle could succeed. 
Actually of course, it revolutionized mu- 
sical comedy. 

Many attempts have been made to syn- 
thesize a Broadway hit by putting into it 
the best elements of a number of shows. 
Usually, the results have been disas- 
trous. 


= It is my view, then, that the artistry of 
marketing, as indeed the artistry of 
management, will more than ever be the 
the markets of the sixties. 

This, however, certainly does not mean 
there is not an important role for the sci- 
entific method in marketing. There is. 

But I think there can be an even more 
important role if marketing research 
people can become a more positive force 
in helping to create and evaluate new 
product concepts and really new market- 
ing concepts, so that we can begin of- 
fering the consumer real choices rather 
than trivial differences. 


New Ways Needed for 
Differentiating Brands 

I would now like to turn to some spe- 
cific areas where I believe some really 
creative marketing thinking needs to be 
done if we are to cope effectively with 
the markets of the sixties. 

First, I would like to see you explore 
the question of new ways of differentiat- 
ing brands in the sixties. 

To be sure, everyone will and should 
continue to try to create product differ- 
ences. Yet, it also seems likely that in 
many product categories, the differences 
will be minor. 

How else then can we differentiate 
brands? 

To take one specific area that might be 
worthy of study, I have been impressed 
that most of us think of a consumer pur- 
chase as a conquest, rather than a rela- 
tionship. 

I wouldn’t be surprised if some con- 
sumers don’t feel a bit like a jilted lover 
who has been aggressively wooed and 
then abandoned. 

For example, I suspect that most con- 
sumers use many products quite ineffec- 
tively due to lack of knowledge about 
how to really use these products. This 
kind of consumer is obviously not as ef- 
fective a salesman for the product as he 
could be. 


s I would imagine that with some crea- 
tive thinking, it would be quite possible 
to create practical programs (perhaps as 
part of the original purchase). These 
programs might help create a continuing 


relationship with consumers and might 
help them enjoy our products more after 
they bought them. 

Another example of this kind of think- 
ing would extend into the servicing area. 
All of us know that as products have be- 
come more and more complex, and as 
models have changed more and more fre- 
quently, servicing has become more and 
more of a problem. 

I would like to see teams of informed 
and imaginative people really tackle 
these problems. 

What are some ways the whole serv- 
icing problem could be handled far more 
conveniently for the consumer, for ex- 
ample? What are the kinds of assurances 
that the consumer could be given at the 
time of purchase that would dramatize 
their confidence in our products? Per- 
haps some of the recent thinking in the 
automobile business is in the right direc- 
tion. 


a What might be done to save the con- 
sumer from the financial uncertainty 
and irritation that goes on in the servic- 
ing negotiations between consumer and 
manufacturer? 

Could the insurance principle be ap- 
plied in some dramatic way to this serv- 
icing problem? 

Whatever the approach, as our prod- 
ucts grow more and more alike, I believe 
there is an important need to differenti- 
ate our brands by creating new ways of 
adding to the long-range value of a prod- 
uct by offering new services and having 
a new attitude toward the increasingly 
sophisticated consumer. 

Perhaps I could express the attitude in 
this way .. . not just selling the con- 
sumer, but in serving him over the life of 
the product. 


= A second area where I think an enor- 
mous amount of fresh thinking needs to 
be done is how to sell to selective or 
segmented markets. 

It is a rather curious thing that most of 
us develop our product and marketing 
strategies as though we sold most people, 
when it is perfectly obvious that most of 
us sell only a small percentage of the 
population. Likewise, most of us tend to 
over-generalize what “the” market wants 
when more precise thinking would tell us 
there are many, many markets to be sat- 
isfied. 


‘Thinking Small’ Can Be Profitable 

As the total market grows bigger, it 
obviously becomes economically feasi- 
ble to tailor products and selling strate- 
gies to very small and as yet unsatisfied 
segments of the market. As the Volks- 
wagen ad reminds us, “Thinking Small” 
can be most profitable. 

A couple of other examples will also 
help illustrate. 

In the photographic business, it be- 
came quite popular to say that “the” 
market wanted simple automatic equip- 
ment. For some time, virtually all effort 
was aimed at “the” market. 

Further reflection and research dem- 
onstrated that in everyone’s rush to 
make simple equipment, there was a 
smaller but growing market of more so- 
phisticated photographic users who were 
being ignored. 

We now think of these as quite distinct 
segments with quite distinct product and 
advertising strategies and our share of 
market has increased considerably since. 


s I believe our tendency to over-gener- 
alize and to minimize minority segments 
is evident in our approach to compact 
ears. Having finally found there was a 
market for a compact car, we were quite 
quick to conclude that “the” market was 
for an economy or more-or-less stripped 
version. 

Current evidence seems to show that 
there were a considerable number who 
also wanted added power and luxury in a 
compact car. Had this segment been ag- 
gressively exploited at the outset, it might 
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What They're (Really ) Saying... 


“Some test market, that’s all I can say!” 


By W. H. Everett 


have given one of the makes a very sub- 
stantial boost. 

And perhaps my own most embar- 
rassing incident in missing a profitable, 
though minority segment of the market, 
was the first market research report I 
ever helped write. 

It was on sudsless detergents, some 13 
years ago, and with great conviction, I 
recommended against sudsless_ deter- 
gents because 75% of the consumers 
preferred suds, “the” market. Unfortu- 
nately, the client agreed. 


@ Management needs your help in de- 
fining the nature of these minority but 
unsatisfied segments if our products are 
to be as sharply tailored as they must 
be. 

Learning how to tailor our selling strat- 
egies to selective markets will also be a 
major challenge. 

I believe that too many of us are en- 
gaged in an elusive search for “the” right 
marketing mix. We behave as though 
such a thing exists for an industry or 
even for a company except at a point in 
time. Perhaps in our desire for certainty, 
in what I am afraid is an uncertain mar- 
ket, we cling too long to formulas that 
necessarily become obsolete as markets 
change and as competitors react. 

With the communication log-jam that 
we can easily see developing in the six- 
ties, the advertising area is one where it 
will become increasingly important to 
define the niches in the market we are 
trying to serve. 

Even today, with total advertising ex- 
penditures running at about half what 
they may be at the end of the decade, 
many of us convince ourselves we are 
“reaching” the total market by looking 
at convenient statistics on how many peo- 


ple are exposed. 


Exposure or Impact? 

More than ever in the sixties, one of 
the tragic errors will be to confuse ex- 
posure with impact. 

Let me take a moment to tell you about 
our fortunate experience at Bell & How- 
ell, which may be a good case study in 
selective advertising. I was delighted to 
talk with Mr. Stoneman, the president of 
the Purex Corp. right here in Los Ange- 
les, and find out that the experience of 
this fine company with their imaginative 
series of public service shows had also 
been very favorable. 


We decided, a few years ago, that it 
was a mistake, with our limited budget, 
to attempt to out-entertain or out-reach 
a competitor with much larger advertis- 
ing resources. We had a deep conviction 
that many Americans wanted and needed 
thought-provoking programs on the reali- 
ties of this world we are living in. 

Thus, we decided to put all of our 
budget into controversial public-service 
shows. To be sure, not everyone watch- 
es this kind of programming, but on the 
other hand, we hoped that by making a 
deep impact on one segment of our mar- 
ket, our sales would be higher than if 
we were only to “reach” a much larger 
segment of the market. 

Apparently, it may have worked out 
that way since our share of the market 
is at an all-time high. 

I expect to see a good deal more selec- 
tive products and more selective selling 
in the sixties ...as the difficulty of 
making a real impact on the whole mar- 
ket grows geometrically. 


s A third area which I believe deserves 
much more effort than it is now getting 
is that of creating whole new markets 
that don’t exist today. 

One hears a great deal about increas- 
ing productivity of marketing—that what 
we really need to help attain the 800- 
billion-dollar economy is to increase the 
effectiveness of television commercials 
and advertisements, increase the effec- 
tiveness of our direct selling efforts, etc. 

While all of us are certainly for in- 
creasing marketing productivity, I do not 
feel it is a big enough answer to the op- 
portunity of increasing consumption 40% 
over the next decade. 

I doubt also that adding minor product 
differentiation—a new gadget to a wash- 
ing machine or a movie camera—even 
along with better commercials or adver- 
tisements is the answer to greatly ex- 
panded consumption. 

In short, I’m afraid too many of us are 
too preoccupied with share of market 
tactics. 


= If I were to list the greatest marketing 
challenge of the sixties, I believe it will be 
to create fundamentally new products 
and services that truly motivate and 
serve people. 

For one thing, it would seem that the 
growing sophistication and intelligence 
of the consumer is beginning to catch up 


a Aes FS. Say RS Time gE st en a ke rs Oty ee Sa, PO a eR ecg en, snd aE iene ise me Stee eRe ts SY Ss ee ee RZ Seca al a ce A ent mares: Aer | Tr Fo it ee Mee en RS ee oes. Ree ak ele Pages. 
Sree es Fos ges ene 2S res gpm MOA oS et, ae tastiggaaras a Bg ott eas ee eee ee <a oe wari Sore Spices pe oe ae Ls aa ae ae, ae cee. Ce eee 
erie eee Bas eens GR ne ie SUG eee: ate > 29s a aR OR MN eS ee er eee wae uargeee as rts ant { > Y : 7 cL Sa a ea i area eS se 2 URN ee, ea TA Na © Pa 
nb cii iy ieee Neen : Mes eas yes eae ee eae Bo — Mya: <a Pe a : seh RM = ca Se Sener o> st ie elt pans eer Spee cn eae eee eee 
at Shanta ee | es i tig nn nie ee ETE CA a en eur SE See ee sas apie ara een veo t ee eee eae he eee emer CROs: PE Ie egy tea CV ERA Png ey a 
; id ree ata ied os fgets pat tee 8 i Se ae atari Ee Ma cir EES, ~: Lo gehen ee ia Oar Bera pete ee ca es . Ee ayaa ak i Ee ig Wt et ag a 
Fa sp eerie ee <i Reyes ae Ser eR ein We os eh era ln ae ay te nS a) GMT UA yea if ss ge es oe ae ce Ae eerie = ofa ¢ BA st Mae = a ee Be AR el Eee Sale eee 
aye Cros. : z e AF. EN See yan By : E pee Shiri ate runes go owe Cake ea Pe aN on toe a we wee pee tae PB fet 5 ; wn pe i vo ee Ba ie ete ae ae en 
area ke od : ooo ne i ET ORS. TR re gaa emcee OH ioe teers a ere oe sth pee Le Ge ee eat 
— gi Saisie 3 ia: oe, of NURSE, id Mates See EF ae Se el ree sn 
. a on : % co ) Uae eS Sa 
po » rer, fo ge 
ema he a Biss 
A. He a 
oo) See 
0 es 
ae 64 Re 
[ig ae a 
ee ie 
ae Sevighad s ey 
he oe 
= ie 
ie i Es. 
eget Bee ee 
ena ie 
. ee 
si - p % é ay 
aa = 
ees Es : ° -* ae 
es oe ~ , be 
Pome eek ~ 3 
eB Ee ¢ ‘% - 
5 Sa ; q 
renee -> i oe 
eee | ‘ ee 
spe AEN atin . . ee <n, ie : ‘ AMEees 
Hie Fane pea oe! - : res é a 
Sea Taer vite wee ae ‘ id . z . 3: 
et por ae : * ec, ee : 
oe a . " a Ree Zi 
—* ie < ae gtd -  : 
; j ~- > “a > Af : - 
i i ire  ? : eo 
ae 5 a ee ee aie ee i - 3 (i — 
nod ete kite i is av. + 
: “ eet a - . 3 _ 
7 iPas ee, * Seah i ‘ ee Ss aan a ‘ Soa 
on wee 2 a re — Pe pi er, Peet hae oe sinlies 
— eet . @ ia, pow e So ag a ae ae : iano 
ee > : GT |e, nee  Soaeee . gimeee é a eat dade. : 
Pe Roti ee ; : 
Le 5 2 4 ney ae : ih ye: is - 2 
i ” er oy a) 
Se a creams tes . ; ae 
rs RS OE IY i os a4 a dw. a 
o MS aah dhe ~~ ~~ ~ 
m 7 ae in nee 2 iY ; 
tad ¢ a ¢ : - . seas : 
~ ‘ aot ~ M ; i 
rae vy Soe ao " rhe ‘clipe - oe 
eae : < te ae te 
: roe 4 : ae ie ae — . 
g 4 ' S —— * « anil ~ a * + 23 : 
Cae : ‘ ret fan 2 , : 
: ‘ ie : a Ten ‘ meg 
- “ ee 
® ™~ — . . i_ eae 
g ' ae =~ Pin _ s & " . .“ 
? ie a y > aw pat te, =| 
Pie at - — ree Se 
Sattar > <— ‘ aes eS <a 
a me oie F 
rice icc 
= ie ibs ae i 
oe See ee che 
See eat, 
: * 
eck x 
pa eee 
hs ed 
Oe aoe aa 
lon ries Bs 
fe eS ie ae 
aoe 
pees 0, ae r 
Pe re orks 
i S oie - 
Las ane 
an = 
aa 
ee CARS 3 hers 
a Bee 
=) ae 
ce ie 
hic. 
* Spe 
ms ; ate h 
So: oe o 
cae 
ie 
: : ered 
ae 
é “Sg 
oe ee 
hae. 
nid 
a — | 
J a 
, 


HERALDLAND is the BIGGEST and GROWINGEST MARKET in the SOUTH 


Yes... HERALDLAND! $145.7 million 
furniture-household sales. 14% more 
Write for New 3:0 a! than the total sales in the Metropolitan 


(Bulk-Continuity-and Page Discounts) 


Counties of Atlanta, Louisville and 
Birmingham combined. 


— 4 
a 


HERALDLAND — the South’s No. 1 market — is sold 
by the South's biggest and most influential newspaper 


STORY, BROOKS & FINLEY, INC 


1,815,700 people... $3,621 million 
effective buying power...$2,695 million 
retail sales, a market greater than any 
of 26 entire states. 


, NATIONAL REPRESENTATIVES 
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with us. Most consumers, particularly 
the growing number of well-educated 
ones, can be fooled only so long. They 
now seem to be differentiating more and 
more between so-called new products 
that are only “gimmicks,” and new prod- 
ucts that really provide new functions or 
services. 

Thus, I would predict that in the six- 
ties, the share of market gadgeteering 
that most of us are so good at, will be- 
come increasingly out of date. 

It will need to be replaced by new 
thinking that looks at changing human 
needs and changing technologies and 
bridges: them with really new product 
concepts. While it will be an infinitely 
more difficult kind of thinking, it will 
also be far more rewarding. 

Yours are the kinds of marketing 
minds that are needed to help manage- 
ment with this kind of vision of what it 
is our businesses could be . not what 
our businesses have been, not what they 
are, but what they could be. 


Bell & Howell Launches Study 

Let me take one example of a long- 
range planning study that we are at- 
tempting to do at Bell & Howell. 

We have concluded, very happily I 
might say, that more and more people in 
the sixties will look around and see that 
our society is putting increasing empha- 
sis on knowledge, on culture, on being 
“in the know.” We firmly believe that 
adults will have a fundamental desire to 
improve themselves. Parents will also 
see that our culture puts increasing dol- 
lar and cents value on education and will 
want to be sure their children become 
part of the so-called “diploma-elite.” 

Thus, one such new market that could 
reach major proportions in the sixties 
will be the field of education in general, 
with adult education, child guidance and 
measurement being particularly attrac- 


tive. 

To conceive what this market might be 
and how to fill these needs is work of the 
most difficult sort. 

And yet, we think that what is really 
needed if these soaring sixties are ever 
to leave the launching pad is for some of 
our brightest minds to spend a little less 
time on minor product differentiations 
and a good deal more time in creating 
really new products that fill changing 
human needs. 


# I wonder if you would share with me 
the feeling that none of us has really 
done a good enough job of learning how 
to grasp the possibilities of the research 
and development revolution—of somehow 
translating more of these possibilities 
into consumer products that are funda- 
mentally new. 

May I sum up in this way: 

All of you share a common goal in ad- 
vancing the science of marketing. I be- 
lieve that many of you have a funda- 
mental decision to make in how to best 
serve that goal. You can spend more and 
more of your time in sharpening your 
technical tools and collecting and analyz- 
ing the facts you need. 

This is important work that must con- 
tinue. 

But I would hope that some of you 
would also decide to spend more of your 
time in creating the stuff that great sci- 
ence has always been made of... the 
hunches, and insights and ideas that may 
give the consumer the real choices, the 
big choices I think he’s looking for. 

I hope and I believe that management 
will be increasingly receptive to these 
ideas. 

For without these new concepts, new 
products, and new marketing programs 
to test, I do not think we can say we have 
made the maximum contribution to the 
advancement of science in marketing. + 


What's Doing on the Legal Front... 


The Federal Hazardous 
Substances Labeling Act 


By Sidney A. Diamond 
Member of the New York Bar 


The Federal Hazardous Substances La- 
beling Act is the latest in a series of fed- 
eral laws that prescribe detailed infor- 
mation on labeling requirements for an 
ever-increasing variety of products. (See 
“The Textile Fiber 
Products Identifica- 
tion Act,” AA, July 
13, 1959.) While 
most of the other 
labeling statutes are 
under the jurisdic- 
tion of the Federal 
Trade Commission, 
this new law will be 
administered by the 
Food & Drug Ad- 
ministration, the 
same agency that is 
in charge of the Federal Food, Drug and 
Cosmetic Act. 

Some idea of the broad sweep of the 
Federal Hazardous Substances Labeling 
Act (FHSLA) can be obtained from the 
estimate in a Senate report that 300,000 
common household products, such as 
cleaners, waxes, polishes, bleaches, fin- 
ishes and adhesives, contain poisonous or 
dangerous substances. The number grows 
larger every day as new products reach 
the market. 

Congress was impelled to take some 
action to require the use of warning la- 
bels on hazardous substances intended for 


Sidney A. Diamond 


household use because of reports that in- 
jury and death from accidental poisoning 
in the home have become widespread oc- 
currences. 

The U. S. Public Health Service, on the 
basis of a national] health survey, esti- 
mates that 600,000 children under the age 
of 15 swallow a poisonous or potentially 
poisonous substance every year, and that 
500 die as a result. Accidental poisonings 
account for 43% of all deaths among chil- 
dren between the ages of two and three, 
according to the director of the Poison 
Control Center at Suburban Hospital in 
Bethesda, Md., a joint project of the Pub- 
lic Health Service and the Maryland 
State Department of Health. And addi- 
tional statistical reports show more than 
200,000 poisonings per year in the U. S., 
resulting in the loss of over 89,000 man- 
years and approximately 5,000 deaths. 


s While these figures dramatize the scope 
of the problem that drove Congress to 
take action, they give only a hint of the 
impact this law will have on marketing 
practices in the affected industries. 
Most distressed probably are those man- 
ufacturers who voluntarily have been 
printing warning notices on their labels 
and now find that they will have to be 
modified in order to comply with the 
new legislation. The FHSLA contains a 
series of technical definitions and im- 
poses stringent labeling requirements. 
Additional details will be specified by of- 
ficial regulations of the Food & Drug Ad- 
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The Creative Man‘s Corner... 


How does 
Volkswagen 
compare 
with Simca? 


Here's a small clue: 


But not so small. at that Simca’s oversized brakes are actually far larger than 
those of any car within hundreds of dollars of its price. Altogether, 136 
square inches of effective braking area 40 more than Volkswagen, and much 
more than you'll ever need. But it’s mce to know they re there anyway. Want 
some more clues that show why Volkswagen cannot measure up to Simca? 


Here are 10 others: 
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worry about. 


Simca Takes on VW 


A few weeks ago, we cited a Peugeot ad 
for boldly taking on Volkswagen and 
making quite a case for itself. In a pre- 
vious ad Peugeot had just as boldly as- 
sociated itself with the six other “best 
made” cars in the world—including Rolls- 
Royce, Mercedes-Benz and Cadillac. 


Was it Ford or Chevy or Plymouth that 
started the trend away from the Car A, 
Car B and Car C school—to the point, at 
least, where comparison was made with 
Car F, Car C and Car P? (We can’t recall 
and our research director is on vacation.) 
But, anyway, this probably was the first 
recorded breakthrough to brutal candor in 
automobile advertising. Now we find not 
only Peugeot taking on Volkswagen, by 
name, but Simca, too. 

Simca’s attempt, however, causes us to 
think about that now popularly maligned 
term “image.” (Confidentially, we’re be- 
ginning to think advertising people are 
getting a little too self-conscious.) This 
ad falls down, we think, by shaking our 
confidence in the brakes of the Volks- 
wagen, maybe, but not in the over-all car. 
And this, we take it, is successful image- 
building. Aside from superiority in square 
inches of effective braking area, the Sim- 
ca cites its 12 volt electrical system 
against the VW’s six volt system, a per- 
manent oil filter against the absence of 
one, 50 h.p. against 40, “full instrumenta- 
tion” (whatever that is) against none, 
unit body against a pieced-together one, 
four doors against two, more hip room, 
more shoulder room (in the front), great- 
er over-all length and greater weight. 


If this all tied in with a symbol, an image, of the Simca such as we have of 
the VW, we might be impressed. Maybe more ads, taking up more significant 
quality features, may do the job on us. It is probably being unfair to expect 
just one to. Pending more ads, however, we don’t think VW has too much to 


ministration, which presently are in the 
tentative stage. 

The act is built around the concept of 
so-called “signal words.” Substances clas- 
sified as extremely flammable, corrosive 
or highly toxic must carry the signal word 
“DANGER.” All other hazardous sub- 
stances must be marked with the signal 
word “WARNING” or “CAUTION.” These 
words appear in capital letters in the law 
itself (a highly unusual procedure) and 
this makes it clear that Congress intend- 
ed all caps to be used on the labels. In 
addition, all of the hazardous substances 
must carry the statement, “Keep out of 
the reach of children,” or the equivalent. 
A highly toxic substance also must be 
marked “poison.” 

The signal words, and all other 
required statements, must appear on the 
label both “conspicuously” and “promi- 
nently”; they must be “in the English lan- 
guage in conspicuous and legible type in 
contrast by typography, layout, or color 
with other printed matter on the label.” 
The regulations will make these require- 
ments more specific.. For example, it is 
proposed that signal words appear in “un- 
condensed capital gothic letters measuring 


24 points (30 point type),” unless there is 
no other type that large on the label, in 
which case the signal word can be no 
smaller than the largest type on the label. 
The proposed regulations also require the 
skull and:cressbones symbol on all labels 
where the word “poison” must be used. 
This is one of many details in the tenta- 
tive regulations that have aroused oppo- 
sition from various industry groups. 

How does a manufacturer or distribu- 
tor find out the proper category for his 
products? The basic list covers any sub- 
stance that is toxic, corrosive, an' irritant, 
a strong sensitizer, flammable, or gener- 
ates pressure through decomposition, heat 
or other means. Beyond this list, the 
FHSLA contains some unusually elabo- 
rate definitions and instructions for test- 
ing. For example, one meaning for the 
term “highly toxic” is: “Produces death 
within 14 days in half or more than half 
of a group of ten or more laboratory white 
rats each weighing between 200 and 300 
grams, at a single dose of 50 milligrams or 
less per kilogram of body weight, when 
orally administered.’ And “extremely 
flammable” applies to a substance “which 
has a flash point at or below 20 degrees 
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On May 15th—less than ninety days ago— we announced that Ojibway Press had been 
formed for the purpose of acquiring a number of publications. At that time we announced 
the first Ojibway acquisition, that of the Knit Goods Publishing Company, publishers of 
HOSIERY AND UNDERWEAR REVIEW and LINGERIE MERCHANDISING. Thirty 
days later we announced the purchase of CATHOLIC PROPERTY ADMINISTRATION, 
the leading publication in its field. 


Now we are pleased to announce the purchase of two more publications, each the out- 
standing leader in its field. ELECTRONIC TECHNICIAN and INDUSTRIAL ELEC- 
TRONIC ENGINEERING AND MAINTENANCE have now become Ojibway properties. 
Howard Reed, the publisher, and Albert J. Forman, the editor, of these publications, along 
with many of their staff will continue in their present capacities as they join the Ojibway 


organization to go forward with a greater program of expansion and development. 


Advertising and editorial headquarters of ELECTRONIC TECHNICIAN and INDUS- 
TRIAL ELECTRONIC ENGINEERING AND MAINTENANCE will be continued at 480 
Lexington Avenue in New York. Production, accounting, circulation and promotion depart- 


"ments have been moved into the Ojibway headquarters offices in Duluth. 


Ojibway Press in ninety days has acquired and merged into one company five business maga- 
zines, each an undisputed leader in its field. Negotiations for further acquisitions are now 


underway as Ojibway Press continues its program to create one of the nation’s leading pub- 
lishing companies. 


Thomson & McKinnon Minnesota Woolen Mills Fryberger & Fryberger 


one east first street 
duluth 2, minnesota 
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Fahrenheit as determined by the Taglia- 
bue Open Cup Tester.” 

In contrast to this elaborate precision 
are some extremely general provisions 
that will cause difficulties in classifica- 
tion. To take one instance, the labeling 
requirements apply only to “a container 
intended or suitable for household use.” 
And the entire definition of “hazardous 
substance” is qualified by the following: 
“If such substance or mixture of sub- 
stances may cause substantial illness dur- 
ing or as a proximate result of any cus- 
tomary or reasonably foreseeable handling 
or use, including reasonably foreseeable 
ingestion by children.” 


s Another difficult problem of living with 
the FHSLA is the fact that some sections 
require, and other sections permit, deter- 
minations of what substances are hazar- 
dous to be made by the Secretary of 
Health, Education and Welfare (the Food 
& Drug Administration is part of his de- 
partment). It seems likely that the proc- 
ess of establishing standards and exemp- 
tions under this new legisiation will be a 
continuing one, of the type familiar to 
those who have found it necessary to deal, 
for example, with the recent Food Addi- 
tives Amendment to the Federal Food, 
Drug and Cosmetic Act. 

The complexity of the FHSLA obvious- 
ly makes it impossible to give full cov- 
erage to it in this column. However, it 
should be noted as part of this summary 
that the preceding discussion of required 
label information is incomplete. In addi- 
tion to the specific items already men- 
tioned, labels must display the common 
or usual name or the chemical name of 
the hazardous substance; the principal 
hazard or hazards, such as, “Flammable,” 
“Causes Burns,” “Absorbed Through 
Skin,” etc.; a statement of precautionary 
measures, describing the action to be fol- 
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lowed or avoided; instructions for first- 
aid treatment “when necessary or appro- 
priate”; instructions for handling and 
storage of packages that require special 
care; and the name and place of business 
of the manufacturer, packer, distributor 
or seller. All required information must 
appear upon “the immediate container”; 
in addition, it must appear on any outside 
container or wrapper that may be used 
unless it is transparent so that the inside 
label is easily legible through the outer 
wrapping; and it also must appear “on all 
accompanying literature where there are 
directions for use, written or otherwise.” 

Penalities for violations of the FHSLA 
include seizure of misbranded merchan- 
dise and injunctive orders compelling fu- 
ture compliance. In addition, violations of 
the act are misdemeanors and prosecu- 
tion can lead to a fine and imprisonment. 
Resellers of hazardous substances are pro- 
tected against criminal prosecution if 
they obtain written guarantees from their 
suppliers that the products are not in mis- 
branded packages. 

The FHSLA technically went into ef- 
fect immediately when it was signed into 
law on July 12, 1960. However, the act 
itself provides that it shall not be en- 
forced against any violations that occur 
during a period of not less than six nor 
more than 18 months following the 
month of its enactment, as prescribed by 
the Secretary of Health, Education and 
Welfare. The effective date was extended 
by the secretary until Aug. 1, 1961, as ap- 
plied to all hazardous substances except 
those defined as “highly toxic,” “extreme- 
ly flammable” and “flammable,” but dif- 
ficulties with the proposed regulations 
now have led to a further extension un- 
til Feb. 1, 1962, for all hazardous sub- 
stances other than those in the “highly 
toxic,” “extremely flammable,” and 
“flammable” classifications. + 


Voice-Command Shopping 


By E. B. Weiss 

Bell Laboratories have made it known 
that the future of the science of telephonic 
communication includes a dia] telephone 
that will be operated by voice-command. 
Apparently, laboratory models of such a 
device have been 
developed to a point 
where they repre- 
sent considerably 
more than mere sci- 
entific curiosities. 
While I have seen 
no time predictions, 
I suspect that the 
voice-command dial 
telephone may be no 
more than a decade 
away. 

However, the 
fundamental scientific theories from which 
a voice-command dial telephone will 
emerge are, by no means, limited in their 
potential application to telephone dialing. 
I was reminded of this when I came 
across a “help wanted” ad by the Bulova 
Research & Development Laboratories. 
In this instance, the “help” being sought 
was an outstanding systems engineer. 

That ad talked about Bulova’s “Audi- 
tran”—described as an “audio information 
transducer.” And that, in turn, is de- 
scribed as “a unique approach to automat- 
ic pattern recognition and voice coding.” 
If that still leaves you—as it left me— 
more than a bit foggy, maybe the next few 
words from that ad will make things 
clearer. Copy proceeded to explain, “Re- 
search and development now in progress 


E. B. Weiss 


are directed toward voice-command op- 
erated machines.” 


I assume that, to the scientific world, 
the voice-command machine, as a concept, 
is no longer considered to be in the stage 
of theoretical contemplation, but that it is 
assumed to be at the stage of practical de- 
velopment. In brief, the voice-command 
machine, as a device, is beyond even the 
blueprint stage and is now in actual ex- 
istence, if still being tested. 

That got me wondering about voice- 
command shopping! 

Oddly, shopping originally was voice- 
command. The shopper told the clerk 
what she wanted—-the clerk picked out 
the purchases as instructed. That was 
clearly voice-command shopping. But it 
was voice-command between two hu- 
mans. 

Then, self-service practically elimi- 
nated the human voice in shopping. 
~ Now, we are faced with the probability 
that voice-command techniques, involving 
an oral command by the shopper directed 
to, and recorded by, and acted upon elec- 
tronically by a machine, will bring back 
the human voice to shopping. 


s The voice-command machine will be 
easier for the shopper to operate than 
some of the more complex button-pushing 
automatic vendors that have been predict- 
ed for the future. (As one who has yet to 
master the desk telephone with just three 
or four buttons on it, the mere thought of 
an automatic vendor loaded down with 
buttons suffices to produce a shiver of 
apprehension. ) 


But, to one who has been known to be 
able to get out a word or two in reason- 
ably consecutive order—a voice-command 
machine is mighty attractive. I suspect I 
have plenty of company in this respect. 


= In any event, the voice-command ma- 
chine could lead, not only to totally new 
concepts in the automatic vendor—making 
it unnecessary for the shopper to take an 
educational course in order to master the 
intricate button-pushing—but it could 
conceivably lead to central warehouses 
connected by telephone with the shopper’s 
home. The shopper picks up her tele- 
phone, she is promptly connected with a 
voice-command machine at the warehouse, 
she talks her order into the machine— 
and the machine records the order, actu- 
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ates other devices that select the order, 
make out the bill, etc. The order is then 
delivered to the home, through a system 
somewhat more modern, I hope, than the 
present-day retail delivery systems! That 
complex of electronic devices will also 
perform all of the required merchandising 
arithmetic, including automatic reorders. 


= I doubt that this will come about in the 
next few years. But I am reasonably cer- 
tain that the remarkable voice-command 
devices necessitated by the new military 
arts, will ultimately find their way into 
civilian usages. And, among those civilian 
usages, will be voice-command shopping. 

Advertising’s job will be to command 
the voice-commander. A rather neat as- 


signment! # 


‘It's Easier to Write Entertainment... 


Tv Festival's ‘Best Commercials of 1960’ 
Can't Sell ‘Hill of Beans, Says Nathanson 


After watching the latest collection of “best tv commercials,” Pres- 
ident Don P. Nathanson of North Advertising wrote the following 
challenge to the judges’ selections. “And before anyone who disagrees 
with me calls out ‘sour grapes’,” he told AA, “I'd like to point out 
that two of our agency’s films were among the Festival’s ‘chosen 
few.’ How they got ‘special mention,’ based on the judges’ standards, 
I’ never know. Both are good examples of combining selling with 
entertainment. It can be done. I’m surprised so few of the prize- 


winning films did.” 


By Don P. Nathanson 
President, North Advertising, Chicago 


I watched 45 minutes of the American 
Tv Festival’s Best Commercials of 1960, 
and I must confess I had to take a two- 
chapter dose of Rosser Reeves’ treatise in 
order to get back to reality. I wondered 
who judged those 
films. They couldn’t 
be advertising men. 
If they were, they 


didn’t seem very 
proud of their pro- 
fession. And they 


couldn’t be business 
men, either. Most of 
those commercials 
wouldn’t sell a “hill 
of beans,” as the old 
saying goes. 

The judges’ pri- 
mary prize-winning requirement, it 
appeared to me, was entertainment, and 
the less advertising, the better. Take that 
gasoline company’s commercial, the one 
with the little girl on the tricycle. Now, 
what was the name of that company? The 
commercial did a good job of hiding it. 
And that commercial about the couple 
sailing around the town in mid-air. It 
aroused my desire to buy an invisible 
automobile, but not a Chevrolet. 


Don Nathanson 


® All this emphasis on entertainment 
made me feel that our great creative 
minds are more interested in emulating 
European advertising techniques than 
in using good old-fashioned American 
sell. If you’ve watched European award- 
winning commercials, you’ve witnessed 
beautiful pictures, clever humor, fasci- 
nating music, but very little selling other 
than name registration. This year’s 


American batch followed the same formu- 
la. No wonder some of tv’s critics aré 
saying that tv commercials are more en- 
tertaining than the entertainment itself. 
I can’t get excited about that kind of 
praise. Now, I’m not against entertain- 
ment or humor or beautiful pictures, but 


they all have their proper place in a 
good commercial—a secondary place be- 
hind the basic selling concept. 


= I think American consumers want to 
be informed about the products they are 
planning to buy. They want to know how 
a product works, how it looks, how it 
benefits them, how it stands out from 
competition. They want facts about in- 
dividual products, not just industry ap- 
peals. So many of the Festival commer- 
cials’ selling messages could apply to any 
product in its field... margarine melting, 
people being close, etc. 

The secret of the creative art of com- 
mercial writing is to take these product 
facts and flavor them with excitement, 
with fun, with music, with pace and 
tempo. Make the facts wanted! This 
isn’t an easy job, believe me. It’s far 
easier just to write entertainment and 
ignore the selling facts. 

If I were judging a commercial, I’d 
look first at the basic idea. What is the 
writer trying to sell? If I like what I 
see—if the idea establishes a distinctive 
place for the product in the market, if 
it promises a benefit that the consumer 
needs and can believe—then I would 
judge how well the writer presented his 
idea. Did he employ ingenious and novel 
techniques that embellished the selling 
idea, or were his methods so mundane 
that they lost attention, or so overwhelm- 
ing that they distracted? I’d go further— 
I'd try to judge whether the commercial 
was “in character” all the way through. 
The music, the models, the settings, the 
pace—were they in keeping with the 
product’s personality, or was.everything 
a hodge-podge of counter effects? 


8 Now, all this may seem old-hat to the 
veteran commercial writer, but it’s far 
more difficult to perfect an art than to 
vary one. The art and the heart of good 
advertising is and always must be its 
selling strength. Most of the prize win- 
ning commercials seemed to ignore that 
essential. + 
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‘Redbook offers the lowest female median age, the largest percentage 


Ny 


~ ine 
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...but who delivers Young Adults? 


Redbook: in greater numbers than ever before. Young Adults are 
flocking to Redbook—breaking new circulation records month after 
month, 92 months in a row. 

And as our numbers increase, so does your selectivity. Today 


of newly-marrieds, the greatest number of pre-school children per 100 
households of any mass magazine of 3,000,000 circulation or more. 

In short, in Redbook you'll find the most selective medium for 
reaching your most important market—the market of beginning fami- 
lies with endless needs. If you're selling Young Adults and not using 
Redbook, perhaps you don’t know our full story. Let us tell you all 


REDBOOK The Magazine for Young Adults. Circ. Base 3,450,000. 919 N. Michigan Ave., Chicago, Ill, WH 4-4226— and New York, Boston, Los Angeles, San Francisco. Another exciting publication of McCALL CORPORATION 


the facts that have led to Redbook’s soaring advertising linage —in 
good times and bad —for eight years in a row. 


MEDIAN AGE—ALL FEMALE READERS 


Redbook 
33.9 


Good Housekeeping 
40.0 


Woman's Day 
38.6 


American Home 
40.0 


% MARRIED WITHIN LAST FIVE YEARS 


Redbook 
17.7% 


Good Housekeeping 
11.9% 


Woman’s Day 
11.3% 


American Home 
8.6% 


NO. OF CHILDREN UNDER 5 (per 100 hsids.) 


Redbook 
46 


Good Housekeeping 
38 


Woman's Day 
41 


American Home 
39 


—__ 
Source: Starch 1961 CMR 
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Tyler Picks Ten for July ... 


By William D. Tyler 


Remember the survey that showed peo- 
ple were able to identify a Lucky Strike 
package faster when the name was miss- 
ing, than when the name was in place, 
but the famous bullseye was left off? In 
today’s bewildering 
" maze of advertising, 
an important per- 
¥ centage of prospects 
look at our adver- 
tising without con- 
sciously seeing it. 
These are the peo- 
ple to whom adver- 
tising comes down to 
nothing more than 
the comforting rep- 
etition of familiar, 
trusted brandmarks 
like the Lucky Strike bullseye, the red- 
and-white Campbell can, the G-E circle, 
the moon-and-stars of Procter & Gamble. 

All our brilliant headlines, our gorgeous 
artwork, our skillful selling propositions 
and our brainy arguments, sail right over 
the heads of these benighted souls. They 
hear not, neither do they see. Yet they 
buy goods, just like those lovable people 
who respond so nobly to our appeals. How 
to touch their pocketbook nerve? Never 
overlook the power of the brandmark. 
Give them a visual symbol they can tuck 
away in a corner of their minds like a 
mental rabbit’s foot, a lucky piece that 
stands for a brand that won’t let them 
down. For them, it beats thinking every 
time. 


Be 


William D. Tyler 


What's a Dillatini? 


ms 
a bubs: 
is the ultidpalld Martini. 

A crisp, crunchy politely pickied, 
dillictous Dilly Bean replaces 
tho onion. the olfve, the lernor peel. 
Now you know 


(Waiter! 
I'd like a Diltatini, please. 


What sa. Dillatini’ 


Dilly Beans 

Fortunately, the percentage of people 
who can and do read advertising is pret- 
tx impressive. This is the audience the 
Dilly Bean advertising aims to attract, 
and the one that has responded so gen- 
erously to this wacky and ingratiating 
campaign. Consider this third page from 
the New Yorker, headed, “What's a Dilla- 
tini?” Julian Koenig’s copy: “The ulti- 
mate martini. A crisp, crunchy, politely 
pickled, dillicious Dilly Bean replaces the 
olive, the onion, the lemon peel. Now you 
know. (Waiter! I’d like a Dillatini, please. 
What’s a Dillatini? Don’t you know?)” 
Sign-off line: “This advertisement is 
presented as a public service by... ” 
Papert, Koenig & Lois’ Kurt Weihs was 
the art director. Wonderful way to appeal 
to those people who must be first with the 
new. And they, let’s face it, set a lot of 
trends. 


Treat Brandmarks Like Women— 
Never Underestimate Their Power 


Outdoor Traders 

July is not much of a month for sur- 
prising advertising. Mostly the prints are 
full of tag-end ads for campaigns which 
have just about run their course. This 
sends your correspondent in search of re- 
freshing, off-beat, summer fare like this 
French-fold self-mailer from a fancy Con- 
necticut haberdasher announcing his sum- 
mer sale. Copywriter was Frank Stall and 
the art director was Curt Witt of the 
Stamford agency of the same names. They 
found their engaging artwork in the pages 
of American Advertising Illustrations, re- 
sulting in a highly superior mailing at a 
reasonable cost. 


Cate Continental 

Another example is this mailing piece 
from a French restaurant run by a cou- 
ple who rejoice in that most typical of 
all Gallic names, Trboyevic. It consists of 
a snapshot of a straw boater on a restau- 
rant hat rack, which incidentally afford- 
ed a magnificent view of the bar in the 
background. Attached was a letter from 
the proprietor, too long to reproduce here. 
It develops the thought that “the Cloak- 
room Hostess (she has her B.A. from 
Columbia, how can I call her a ‘hatcheck 
girl’?)” had this hat left over. Claude, 
the chef, was asked about it, but replied 
with a long and enthusiastic discussion 
of the menu, which the letter dutifully 
records in loving detail. This, however, 
did little to turn up the hat’s owner. So 
Mr. Trboyevic ends with the reasonable 


Cafe Continental 


suggestion that should the hat be yours, 
drop in around at lunch or dinner time 
some day and pick it up. Oh, and bring 
your wife. “Never again will you hear 
yelling about for-heaven’s-sake-why- 
don’t-you-ever-take-me-into-New York- 
for-a-nice-meal. For that alone, I could 
be nominated for the Peace Prize.” Not 
very profound, but enjoyable. Mailing was 
the result of combined efforts of a pair of 
enthusiastic customers who, it so happens, 
work at BBDO. Idea was Jack Gold- 


_smith’s, and copy was Don Wilde’s. Wal- 


ter Welebit of Photo Art Studios contribu- 
ted the picture. 


U.S. Brewers Assn. 

With the weather we had, probably 
the most telling ad of the month was the 
one that showed two young couples on a 
sailboat about to take off for a day on 
the water. Husband has just brought 


Outdoor Traders 


aboard the provisions and his wife is wel- 
coming him with, “You what? You for- 
got to bring the beer?’ Her expression 
will evoke not-so-fond memories in the 
heart of every married male. The situa- 
tion is universal, and you feel the lack of 
that can of beer right square in your 
ever-loving taste buds. No ad in a long 
time has made me so conscious of how 
good beer can taste. This is a fine job by 
JWT’s Al Haman, with a wonderful lay- 
out by Arthur Blomquist, and superb 
photography by Howell Conant. 


Scott's Clout 

Well, don’t blame me, that’s the name 
of the product. It kills crabgrass. In fact, 
“Your lawn can be free of crabgrass 
just one week from tomorrow!” says 


sisted Miithdine dab Ganlecs ogdl duo dhe 


U.S. Brewers Assn. 


Peter Geer’s headline. He follows it with 
some good copy, too. “. . . as easy as tak- 
ing a walk. First application, crabgrass 
turns brown and begins to die. Second 
application, just one week later, delivers 
the knockout punch, completing the 
emancipation of your lawn... End the 
tyranny of crabgrass over your lawn.” 
This Life page follows the best principles 
of mail-order copy, including a money- 
saving offer. Should be mighty effective. 
Rea Brown of Geer DuBois made the lay- 
out. 


Johnson & Johnson 

The new J&J series for its first-aid 
items reverses the company’s previous 
copy policy of dramatizing the need rath- 
er than the product. Although the for- 
mer, because it affords use of human-in- 
terest situations, has obvious advantages, 


Advertising Age, August 14, 1961 


Your lawn can be free of Seorsill 
morrow! 


Scott’s Clout 


this new approach has a lot to recom- 
mend it. It is completely product-orient- 
ed. “The Generous Bandage,” headlines 
an ad for extrasize Plastic Strips. “The 
Faithful Bandage,” for adhesive tape 
“that never loosens.” For Plastic Strips 
with air vents: “The Breathing Bandage.” 
Best of all, I think, is, ““The Quiet Cotton.” 
Joe Giordano’s copy: “Crush any other 
cotton against your ears and you can 
actually hear the cruel crunching of the 
harsh fibers. But Red Cross Cotton Balls 
are quiet, because they are made of the 
softest, purest cotton in all the world.” 
If that isn’t the best piece of cotton copy 
you ever read, I’ll eat the four-ounce 
size. What a tv commercial this would 
make! Y&R’s Doug Taylor is the art di- 
rector. 


Johnson & Johnson 


American Airlines 

The advertising for this line over the 
years has been uniformly good, but nev- 
er has left me with a specific reason for 
preferring American over other leading 
carriers. This one does. Cryptically head- 
ed, “DME,” Chick Blood’s copy says that 
this “is a brand new electronic yardstick 
that never stops telling your American 
Airlines’ captain—instantaneously—how 
far he is from the beacons that mark 
his course—most accurate instrument 
system for airline navigation ever de- 
veloped. Even weather can’t faze it. By 
1965, every airline will be DME equipped. 
American’s is the first jet fleet com- 
pletely equipped with it.” Pretty reassur- 
ing thought, and one that demonstrates, 
instead of just claiming leadership. Main 
illustration—the device itself. Secondary 
pictures show how it works. Kevin Mc- 
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Who doesn’t! 


Integral horsepower? Fractional HP? Practically everybody. Replacement or OEM? Almost 
anybody. Gleaming row-on production line-row of some motormaker’s newest model? Who buys? 
Who else but the men who manage plant operations on a produce-best-at-lowest-cost basis. And 
what one businesspaper serves them their way ...satisfies their critical needs with the latest and 
best in ideas and equipment, in management techniques and thinking? FACTORY, and only 
FACTORY. So if you make motors...or anything else that goes into a plant...and you can’t 
afford to wait around till you’re on a plant’s “shopping list,” there’s a great new sales development 
area for aggressive advertisers...right here in FACTORY. 


.. . TO REACH MORE OF THE MEN WHO MANAGE PLANT OPERATIONS, AT LOWER COST, THAN ANY OTHER BUSINESSPAPER. 
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_ The day you move... 
look behind the 
promise on these 
famous doors 


Allied Van Lines 


DME 


Destence Measuring Equipment Most vignifican: advance ower made in airline navgnt) 
beyond even radar. And American’ is the first jet Meet completely equipped at 


American Airlines 


Nally’s layout. It was the parting shot of 
the airlines’ late lamented Young & 
Rubicam. : 


Allied Van Lines 

The highest reading a moving industry 
ad every received was accorded this one. 
The ad itself consists of a two-page pic- 
ture of a moving van, with the legend, 
“The day you move...look behind the 
promise on these famous doors.” The rear 
doors do open, thanks to use of a twin 


the 
return to 
elegance 
in home 
decorating 


gatefold, to disclose movers loading a 
neatly covered sofa into a nearly full van. 
Pictures and captions on the inside of the 
doors illustrate six of the precautions tak- 
en to insure that your goods arrive safely. 
Idea was Cy DeCosse’s, copy by Ken Oel- 
schlager, art direction by Bill Burke of 
Campbell-Mithun. 


Roylace Papers and Mats 

There are two good ways to sell shelf 
papers and doilies and plastic place mats. 
One, of course, is through service sug- 
gestions that show new and attractive 
uses. The other is to do something that 
will make them seem smart and fashion- 
able. Ed Mandell and Dorothy Smith did 
a magazine spread in color that accom- 
plished both objectives. It’s headed, “The 
return to elegance in home decorating, 
by Melanie Kahane.” A title, by the way, 
that goes a long way toward upgrading 
these printed paper products. The two 
pages are devoted to illustrating a wide 
variety of service suggestions—from lacy 
“cups” for fruit to lining chest drawers 
and framing snapshots. Art director was 
Hal Josephs of Smith, Henderson & Ber- 
ey. 


Lockheed 

This institutional ad in business pub- 
lications, for Lockheed’s missiles and 
space division, follows the familiar pat- 
tern among defense suppliers of drama- 
tizing their part in the defense effort. 
Two things make this one outstanding: 
It is truly dramatic, and it does not over- 
claim, although you might think so at 
first glance. Charles Coleman and Wil- 
liam Wilcox’s headline, “Why the Red 
Phone may never be used,” is explained 


as follows: “It sits deep in underground 
headquarters reserved for one fateful 
message . . . Midas will double our warn- 
ing time—that’s why the Red Phone may 
never be used.” Instead of implying that 


Employe Communications... 


Advertising Age, August 14, 1961 


Why the Red Phone m 


ay never be used 


cs & Space Divraon & prime conmactor and system manager for Midas 
tude Genera! biectne, Bell Aerospace, and Phileo The U.S. Air 


we versattte Lockheed-buit Agena B satellite im thes program, as well as in my 
ema other progrer 


Lockheed (even though it is the prime 
contractor) gets the credit for Midas, the 
ad lists subcontractors. Nick Silva of 
Foote, Cone & Belding’s L. A. office was 
the art director. + 


Trends in Reporting to Employes 


By Robert Newcomb and Marg Sammons 


Back in 1954 the authors of this de- 
partment—through the sponsorship of 
their own monthly management report 
on employe communications, The Score 
—undertook to conduct a contest for an- 
nual reports to employes. Frankly we 
didn’t know how many there were around 
the country (and still don’t), but sensed 
that the medium itself was growing in 
importance and that it would be inter- 
esting to see what the field of employe 
reporting looked like at close range. The 
contest has been an annual affair ever 
since; the most recent tournament ended 
July 31. 

In the early days the typical employe 
report was crowded into a couple of tight 
pages in the employe publication. Charts 
and graphs were rarely used. The lan- 
guage was cautious: The reports, we re- 
call remarking at the time, seemed to 
be damp with the perspiration of many 
authors. 


® The changes have been remarkable in 
seven years. Although the total number 
still is undetermined, there appear to 
be more and more employe reports pub- 
lished each year. Many have been lifted 
out of the employe publication and put 
into wrappers of their own; issued on 
the same basis as the stockholder report. 
The use of charts and graphs grows, and 
there is apparently a new journalistic 
freedom the authors enjoy in talking 
about profits and the need for them. Some 
companies have embarked upon interim 
reports for employes, but these are rela- 
tively few. 

In the pioneering days of the separate 
employe report, a handful of companies 
decided to give the luxury touch to these 
periodicals, and the employes found them- 
selves looking at overly colorful, need- 
lessly ornate, obviously costly reports. 
This was neither a necessary nor a smart 
communications move, and most compa- 
nies found it out shortly. Some of the best 
reports today are simple, inexpensive 
printing jobs. 

Is management making any major mis- 


takes these days in its reporting to em- 
ployes on the business year? It is, and 
one of the prime ones is management’s 
decision to withhold a report in a lean 
year. The official view, to quote one, is: 
“This isn’t a good year to talk about busi- 
ness accomplishments to our employes.” 
Actually, a lean year is an excellent year 
to talk about business to employes: It 
gives a company an opportunity to lend 
a little credibility to such matters as the 
need for profit, the roughness of the com- 
petition, the value of cooperation. If 
management needs to sermonize, here’s 
a hook to hang the sermon on. 


® The structure of the contest judiciary 
each year is probably unique. Each judge 
appraises entries in a specific area—i. e., 
journalistic quality, plant-level accept- 
ance, value as a financial statement, etc., 
and each entrant receives an objective 
analysis of his product. The judges come 
not from amateur ranks but from the 
best of the pros: Chairman this year is 
Carl C. Harrington, editor of Mill & Fac- 
tory; the other panelists are M. Joseph 
Docher, editor, industrial and business 
books, McGraw-Hill Book Co. (and for- 
mer editor of Dun’s Review and of the 
publications of American Management 
Assn.); Earl English, dean of the school 
of journalism, University of Missouri; 
Eugene M. Ettenberg, typographer for 
and manager of the Gallery Press, New 
York, and Columbia University lecturer 
on advertising design, and Nicholas A. 
George, employe and public relations vp 
of Brunswick Corp. 

Employe reports come in a variety of 
packages, in addition to the employe pub- 
lication inserts and separate publications. 
You find the touch of the advertising de- 
partment in many these days, in motion 
picture reports, slidefilms, tape and 
phonograph recordings, in closed tv and 
special bulletin board presentations for 
showing to executive circles. Winners 
over the years have included Erie Rail- 
road, Esso Standard Oil, Aluminum Co., 
General Motors, Pitney-Bowes and Shell 
Oil. Bank of America won last year. # 
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Washington looks different at night. Even 1600 Pennsylvania Avenue becomes a “home” in 
contrast to its daytime role as an executive mansion. But Washington is an “executive” city, a white . 


collar city, an evening newspaper city. Your prime Washington market 


becomes most receptive to your advertising message—at home—at ease—in the evening. 
This is why advertisers who know 


the Washington scene prefer the evening selling strength of 


THE WASHINGTON STAR 
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multiply results 
with PHOTO-MATIC PHOTOS 


GENUINE GLOSSY PHOTOS 


Sharp! brilliant! 
_— : $275 $4.00 
9.50 
22.50 
42.50 
75.00 
1.65 


Call or write for complete kit, showing 
new low-cost color printing samples. 


59 E. ilinois Street 
Chicago 11, Illinois 
Phone: WH 4-2929 


| Broadcast Clearing 
‘House Hopes to Be 


in Business Feb. 1 


New York, Aug. 8—Broadcast | 


| Clearing House, a proposed central 
| billing organization for spot radio | 
|and spot tv which has established 
|headquarters here, hopes to be 
}open for business by next Jan. 1 


or Feb. 1. 
The aim of the San Francisco- | 


originated company, in develop- | 


jment the past two years, is to 
| service agencies, stations and rep- 


| resentatives with an _ industry- 


| wide system of automated billing 
|and processing for radio and tv 
|spot broadcast orders. Other in- 
}dustry groups have, from time to 
|time, discussed a billing center, 

but these never got beyond the 
| “talking stage.” 

Broadcast Clearing House has 
been endorsed by the Station 
Representatives Assn. While the 
|American Assn. of Advertising 


Frankly, it’s easy on WINS, and we deliver far more than 


you imagined. Not just New York City, 


but 24 counties 


in 3 states surrounding it. Not just homes and offices, 
but over 2,800,000 cars on the road, as well. Over 


Nationally Represented by The Katz Agency or call WINS, 10 2-7000 


YOUR NO.1 MEDIA BUY IN THE NO. 1 MARKET 


offshore weather and marine reports. 
New York. It’s as simple (and profitable) as that. 


17 million people of all ages, interests and incomes 
whose annual purchases equal those of the next 3 markets 
combined. Examples? Over 6 billion on food, 2 billion 

on apparel, 21/ billion on cars and automotive products. 
Yes, you buy all this when you buy WINSland, the 
mammoth market reached by Radio WINS. 

And summer brings you an extra bonus: 1 million 
radio-equipped boats that rely on WINS for official 


HERE'S HOW 


BOLS 
“HOST SIZE” 
BOTTLES 


PUT BOLS “WOST SIZE BOTTLES 
7O WORK IN YOUR STORE WOW! 
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BOLS SIZE—Erven Lucas Bols Dis- 
tilling is telling retailers in b&w 
pages that Bols’ 8-oz. “host size” 
bottles will help “trade up” cus- 
tomers to liqueurs and imports. Al- 
bert Woodley Co. is the agency. 


Agencies and the Assn. of Na- 
tional Advertisers said they could 
not “endorse” a private enterprise, 
they expressed an interest in the 
project in letters written by their 
officers to John E. Palmer, presi- 
dent of the new organization. 


® During June and July, Broad- 
cast Clearing House made pres- 
entations to over 250 agencies and 
representatives, many of which 
said they might be interested in 
subscribing to the service, accord- 
ing to Lee P. Mehlig, exec vp and 
head of the New York office. For 
the next three months, the organi- 
zation’s executives will visit a 
large number of radio and tv sta- 
tions throughout the country to 
sound them out on the project. 

A minimum of about 80 to 85% 
of the agencies, stations and rep- 
resentatives doing the “bulk of 
the spot business’ would be nec- 
essary to set Broadcast Clearing 
House’s wheels in motion, Mr. 
Mehlig told ADveRTIsSING AGE. He 
said that although costs have not 
yet been established, they will 
probably be broken down so that 
stations will pay 50 to 60%, with 
agencies and representatives each 
sharing 20 to 25%. 


® The service would result in a 
substantial saving to all groups, 
Mr. Mehlig said. Whether the re- 
duction might be in manpower in 
addition to costs was not made 
clear. 

Bank of America’s data process- 
ing system would be used for 
Broadcast Clearing House’s “one 
bill—one payment” operation. 
Here’s how the system would 
work: A standardized “time order” 
form would be sent by the repre- 
sentative to the station for accept- 
ance and then to the agency for 
confirmation. The agency would 
send it to Broadcast Clearing 
House, where it would be coded 
upon receipt. 

About the 20th of each month, 
Broadcast Clearing House would 
send the agency a complete esti- 
mate of each client’s campaign. 
About the 10th of the month fol- 
lowing broadcast, a final and ad- 
justed bill would reach the agency. 
Both forms would be in duplicate 
—one for the agency and one for 
the client. The agency then would 
send one check for all of its clients. 


® Stations would receive, about 
the 20th of each month, a Broad- 
cast Clearing House billing form 
which it would notarize, note 
changes in schedules run if dif- 


Buy WINS to sell 


IN THE WU. S. 


ferent from the order, and return. 
| After receipt of this form, Broad- 
|cast Clearing House would send a 
| check to the station. It would send 
station representatives, about the 
10th of the month following broad- 
|cast, a commission check with a 
synopsis of all national spots for 
each station. # 
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When it comes to lamb, OR ANY FOOD PRODUCT, the 
Free Press does a superlative selling job! WOMEN LOVE 
THE FREE PRESS... AND itis WOMEN WHO BUY. 


Free Press women's pages were judged “‘best-of-all” in 
the Midwest by a 1960 University of Missouri School of 
Journalism study sponsored by J. C. Penney Co. 


Women really respond to this kind of editorial excellence. 
For example: 769 women wrote for a simple lamb recipe 
mentioned in Tower Kitchen Food Guide. This is a regular 
Friday food section, devoted to food buying tips, tasty 
recipes, menus for the week, and food advertisements. 


The Free Press is so rewarding to read! FREE PRESS 
READERS EAT HEARTY AND BUY BIG. The average 
weekly expenditure for groceries in the Detroit area is 
$27.46. 


48% of Detroit Free Press Families spend from $30 to 
more than $55 per week for groceries. The Free Press 
is so rewarding to use! 


og et Ret ee a My Nt ee fee. gt 
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Your Food ad in black and white or full color will do its hest selling job on the pages of the FREE PRESS Tower Kitchen Food Guide. 


The Detroit Free Press 


MICHIGAN’S ONLY MORNING NEWSPAPER 


NATIONAL REPRESENTATIVES: 


STORY, 


BROOKS & FINLEY 
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Indiana’s Richest Market !” 


South Bend people can afford the best (per household 
income is $7987, Indiana’s highest*) but it takes good 
advertising and a good product to sell them. Their good 
taste is further expressed by the fact that they’ve made 
WSBT-TV the market’s leading station. Rating after 
rating gives WSBT-TV 40% to 47% share of sets in use, 
sign-on to sign-off. And this in a 3-station market. 
Reach and sell the 15-county South Bend market with 
WSBT-TV. Write for 1961 market book. 


*Sales Management 1961 Survey of Buying Power. 


Channe! 22 SOUTH BEND, INDIANA 
Paul H. Raymer Co. * National Representative 


Nisei to Export 
U.S. Ad Methods 
to Tokyo in Fall 


Hopes to Make Good 
Despite Halting Grasp 
of Japanese Language 


Los ANGELES, Aug. 8—Kaz Fujita 
is a Japanese-American with a 
headful of dreams about both the 
advertising business and the land 
of his ancestors. 

A 29-year-old Nisei, Kaz grew 
up in the large Japanese colony of 
this city, graduated from a Los 
Angeles high school, and attended 
the city college here. He took art 
courses at Choinard Art Institute, 
and eventually wound up on the 
fringes of the ad business as art 


Jaa, Incorporated 


Responding to the complex informational needs of business, advertising 
and marketing, offers complete research and data processing services. 


Through its five specialized operating divisions: 


ADVERTISING AND MEDIA SERVICE DIVISION 


Practical electronic computer applications to streamline media department 
operations and provide more precise data for improved decision-making 


RESEARCH DIVISION 


Experienced survey research staff, geared to perform all types of media, 
market and consumer studies and to provide complete research tabulation 


Services 


ACCOUNTING AND BUSINESS SERVICE DIVISION 


Efficient data processing to supplement on-premise installations and to 
perform accounting and business functions for firms that want the benefits 
of automation 


ADVERTISING IMPACT MEASUREMENT SERVICE DIVISION 


Comprehensive publication research service providing quantitative reader 


recognition scores and qualitative verbatim reactions for both editorial and 
advertising content 


MEDIA ALLOCATION THROUGH ELECTRONIC COMPUTERS 
(MATEC) DIVISION 


Pertinent media and market analyses, conforming to exact sales and/or 
distribution areas, drawing upon extensive machine language data and 
prepared through high-speed processing 


phone, wire or write... 


ey | ta, Incorporated 


Responding to the Complex Informational Needs 
of Business, Advertising and Marketing 


432 Park Avenue South 
New York 16, New York 
Telephone: MU 9-6250 


A Subsidiary of SRDS, inc. 
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Kaz Fujita 


director for Box Cards Inc. 
Although Kaz’s father was born 
in Japan, and his mother was ed- 
ucated there, the country remained 
only as poems, paintings, and pic- 
tures in books to Kaz Fujita until 
he was about 27 years old. 
Then something inexplicable 
happened. He developed an in- 
tense interest in Japan and in its 
manners, its mores and its art. He 
resolved to go there and work. 


= There were some _ problems, 
however. Language was a big bar- 
rier. Nisei, he explained, do not 
converse in the language of the 
old country. Therefore, Kaz knew 
as much Japanese two years ago 
as, say, a New York traffic cop. 
So at 27, Kaz asked his parents 
to speak only Japanese at home. 
He polished his conversational 
grammar with night courses in a 
local high school, and sought out 
Japanese speaking friends. He 
learned the language, slowly. 
Other things happened. Through 
some friends in advertising agen- 
cies here, he developed some con- 
tacts among visiting Japanese 
business men. One of these, an in- 
dustrialist named Mr. Arai, of- 
fered to finance Kaz’s ad agency in 
Japan and also sponsor him so he 
could obtain a commercial visa 
from fthe Japanese government. 


® Kaz has since ironed out some 
of the details. Through Mr. Arai, 
he has arranged for a Japanese 
copywriter and account exec to 
work with him in Japan. The 
agency, he explained, will be called 
Ad International and, starting in 
mid-September, will have offices 
at Kojimachi Mansion 86, Tokyo. 

As for a working philosophy, 
Kaz hopes to apply some Ameri- 
can methods and some “creative 
| competition” in a bid for business 
|against such affluent and high- 
powered Japanese agencies as 
Dentsu Advertising. Initially, 
though, he expects to concentrate 
in handling collateral ad services 
for Japanese exporters to the U.S., 
and vice versa. He hopes to buck 
the big boys later. 

Kaz recognizes, realistically, that 
despite a better-than-average be- 
ginning, accounts have still to be 
landed, billings have yet to be 
earned, and “creative’’ approaches 
have still to be proven. On top of 
this, he has yet to master the 
written Japanese word. 

Next month, however, Kaz Fu- 
jita leaves on his first trip to Ja- 
pan to give it a try. + 


Econo-Crest Sets $ Give-Away 
Econo-Crest, coin operated dry 
cleaning service, is being intro- 
duced with a silver dollar give- 
away campaign by franchise hold- 
ers of the small equipment division 
of American Laundry Machinery 
Industries, Cincinnati. Silver dol- 
lars will be handed out as receipts 
for laundry and dry cleaning left 
at Econ-O-Wash laundries across 
the country. A magazine campaign 
is planned to promote the give- 
away. Farson, Huff & Northlich, 
Cincinnati, is the agency. 


Bogerts Adds Account 

Bogerts Inc., Los Angeles, has 
been named to handle advertising 
and merchandising of Shontex Co., 
Santa Monica, Cal. 
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138,000 DECISIONS PER MINUTE 


Precision Farm Planning — an editorial 
service of The Progressive Farmer—helps sub- 
scribers make better farm management plans 
with the aid of an electronic brain capable of 
making 138,000 calculations per minute. To 
combine electronics and editorials, editors of 
The Progressive Farmer accumulated a great 
mass of data from many sources. They traveled 
thousands of miles to obtain local information 
on farm prices, crops, soil types, fertility, yields, 
climate, financial resources, equipment, man- 
power and many other factors. 

All of these data were fed into an electronic 
computer operated by a national farm manage- 
ment agency. By electronic analysis, a series 
of blueprints for profitable farming were devel- 
oped for each of the South’s five agricultural 
regions. Localized Precision Farm Plans were 
published in each of The Progressive Farmer’s 


five regional editions. Unit factors were 
worked out for each farmer to apply to his 
operation in preparing his Precision Plan. 
This type of dynamic editorial leadership has 
placed The Progressive Farmer far out in front 
of all other magazines in readership and prefer- 
ence among farm families in the 16 Southern 


states. Month after month, The Progressive 
Farmer brings its 1,411,000 subscribers (more 
than 5,785,000 readers) more information on 
farming and farm living than any other maga- 
zine. You don’t need an electronic brain to de- 
cide that The Progressive Farmer is your best 
buy to sell the rural South. 


Advertising Offices: 


NEW YORK e CHICAGO -e 


The South Subscribes to 


THE PROGRESSIVE FARMER 


BIRMINGHAM * RALEIGH * 


LOS ANGELES e 


MEMPHIS e¢ DALLAS 


SAN FRANCISCO 
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Capitol Records Uses Print 
for Judy Garland Release 
Capitol Records, New York, is 
promoting its two-record release, 
“Judy Garland at Carnegie Hall,” 
with page ads in The New Yorker, 
July 29; Cue, Aug. 5; the first is- 
sue of Show Business Illustrated, 
Sept. 5; Life, Sept. 8; the first issue 
of Show, in October; and the 
Christmas issues of Esquire and 
Playboy. This will be backed with 
page ads in Billboard, Cash Boz, 


Daily Variety, Hollywood Reporter 
and Weekly Variety. The campaign 
broke July 23 with pages in the 
Chicago Tribune, Los Angeles 
Times and The New York Times. 

Record dealers will be supplied 
with window streamers, album 
covers, counter cards and store 
displays. The album was recorded 
at a concert given by Miss Garland 
last April 23 in Carnegie Hall, New 
York. Carson/Roberts is the agen- 
cy for Capitol Records. 
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An attitude or opinion concerning 
your product becomes stronger when 
it is formed, or confirmed through 
personal associations. Ideas can win 
greater acceptance when they are 
presented to all members of 

a group, simultaneously. 


There is.a definite way your 


" | paign, WHK, Cleveland, is broad- 


Along the Media Path 


A three-color montage photo- 
graph was published by the Wash- 
ington Post July 28 to urge read- 
ers to take along the Post on their 
vacations. 


e The Gazette, Haverhill, Mass., 
has offered to finance construction 
of a model bomb shelter in a cen- 
tral location in the city to pro- 
vide residents with an opportunity 
|to observe what such a structure 
involves. 


e In connection with the nation- 
| wide improved mail service cam- 


| casting recorded messages from the 
city’s postmaster, Joseph Franz, 
urging early mailing of all reg- 
ular mail. 


e A 17-minute sound color slide 


| |ing presented to advertisers in 

§ |major cities during August by the 

' |San Francisco Radio Broadcasters 
| acon. 


|e The Banner, Bennington, Vt., 


presentation, “The Best Way 
Around in San Francisco,” is be- 


| presently being printed on rotary 
letterpress equipment, will switch 
to offset in November. 


e WQXL, Atlanta, has established 
a radio internship program for 
University of Georgia students. 
Under the program, senior journal- 
ism students in the radio-televi- 
sion division will work fulltime in 
the station’s news division for one 
scholastic quarter and will be 
given 15 hrs. credit toward their 
degrees. The station guarantees to 
employ those who complete their 
training satisfactorily, or to place 
them with other stations, upon 
graduation. 


e As part of its education service 
program, the Cleveland Plain 
Dealer has published a 64-page 
gravure magazine on the history 
of Cleveland, “Cleveland—a City 
Grows to Greatness,” which will 
be used in schools and libraries. 


e WNAC-TV, Boston, celebrated 
its 39th birthday July 31. 


e On July 1-2, WBRZ-TV, Baton 
Rouge, sponsored a Sky-O-Rama, 


second spots and 56 one-minute 
taped spots. 


e The Carpenter, official publica- 
tion of the United Brotherhood of 
Carpenters & Joiners of America, 
celebrated its 80th anniversary 
with its August issue. 


e A John Sudarsky Memorial 
Scholarship has been established 
at the University of Hartford, en- 
dowed by the Suisman Foundation 
in honor of the Hartford Courant’s 
late business manager. The annual 
award will be presented to the 
journalism student “who has made 
a substantial contribution to the 
university’s newspaper, Call- 
board.” 


e The Daily Oklahoman’s Sunday 
magazine, Orbit, will switch from 
letterpress to rotogravure printing 
Oct. 1. 


e “Instincts in Action,” written 
by Norman Shidle, editor of SAE 
Journal, has been published by the 
Society of Automotive Engineers. 
The book contains selected “For 
Sake of Argument” pieces pub- 
lished in the SAE Journal between 
1948 and 1961 which deal with how 
people act and why they act the 
way they do. Copies, priced at $4 


ington Ave., New York 17. 


chester Union Leader. 


each, are available from Society of 
Automotive Engineers, 485 Lex- 


e For the third consecutive year, 
the Manchester Savings Bank dis- 
tributed its annual progress report 
in the July 30 New Hampshire 
Sunday News and July 31 Man- 


Advertising Age, August 14, 1961 


from Metalworking, Cahners Bldg., 
221 Columbus Ave., Boston 16. 


e The 1961 “Circulation Analysis 
of State Farm Papers,” which gives 
the circulation of 41 farm publica- 
tions by state and region as well as 
advertising line rates for national, 
regional and state farm papers, 
plus simplified mechanical speci- 
fications for the state paper group, 
is available from State Farm Paper 
Advertising Bureau, 20 N. Wacker 
Dr., Chicago 6. # 


Heinz, Best Foods Join in 
Summer-Fall Campaign 
Best Foods division of Corn 
Product Sales Co., New York, and 
H. J. Heinz Co., Pittsburgh, have 
launched a summer and fall cam- 
paign boosting Hellmann’s Best 
Foods mayonnaise (the Best Foods 
label is used in 11 western states) 
and Heinz ketchup, hot ketchup 
and chili sauce. The theme, “add 
color ’n spice and everything nice 
to make ho-hum lunches into yum- 
yum lunches,” will be used in the 
promotion featuring 10 consumer 
tested recipes using combinations 
of the two company’s products. 
Point of purchase materials in- 
clude recipe folders, a 9x3’ sign, 
wrap around display, and shelf 
talkers and strips. Print ads will 
include color spreads in consumer 
magazines and color pages in Sun- 
day supplements and newspapers. 
Tv advertising also is scheduled. 
Maxon Inc., Detroit, handles Heinz 
advertising; Dancer-Fitzgerald- 
Sample, New York, is the agency 
for Best Foods. 


Ebco to Meldrum & Fewsmith 
Meldrum & Fewsmith, Cleve- 
land, has been named ‘to handle 
advertising for Ebco Mfg., Co., 
Columbus, O. The account former- 
ly was serviced by Geyer, Morey, 
Madden & Ballard, Dayton. 


e Reprints of, “Manual for Mod- 
ernization,” containing a profile of 
technical improvements in machine 
tools and presses in the last ten| York, has been named to handle 
years, plus listing ten common |advertising for 
problems in selecting and using re- | Berkeley Heights, N. J., electronics 
placement formulas, are available | manufacturer. 


Groody Adds Nytronics 


Groody Advertising Co., New 


Nytronics, Inc., 


featuring the Navy’s famed Blue 


achute jumping exhibitions by 
Army and Navy teams and heli- 
copter demonstrations. The station 
began airing announcements three 
weeks prior to the show, with a 
heavy concentration during the last 
| week. Announcements included a 
total of 130 chainbreaks, 64 20- 


Angels precision flying team, par-| 


COMMERCIALS IN COLOR TV. 
SELL 69% MORE PROSPECTS 


A study of ‘Perry Como’s Kraft Music Hall,”” ‘The Dinah 
Shore Show,”’ and ‘Hallmark Hall of Fame” colorcasts 


shows that color TV commercials were 69% more effective 
than black-and-white. (Burke Mkt'g Research Survey). 


Learn more about color TV. 


W. E. Boss, Dir., Color Televi- 


sion Coordination, RADIO CORPORATION OF AMERICA, 
30 Rockefeller Center, New York 20, N. Y., Tel: CO 5-5900 


advertising in Together reinforces 
your entire schedule . . . to learn 
how you can project your product 
story, write or call Together today. 


The midmonth magazine 
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“Who’s that?” "A metalworking 
management man.” 


“What does he do?” 


‘‘Administration, Production, 
Engineering, or Purchasing.” 


“How do you know?” 
'  “He’s reading the IRON AGE.” 
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‘Advertising Can Be Fun’ Is has frequently used in displays at 

Agency's Mail Meter Slogan exhibits and trade shows. Curcio 
To the Editor: This is submitted feels it is a refreshing antidote to 

as an item that would possibly be the prevalent and self-defeating 

of interest to your readers: self-analysis among the profes- 
In place of the usual kind of *!°®- 

metered mail mark ad, Andrew 

Curcio Advertising Co. of Cam- 


David F. Walsh, 
General Manager, Andrew 
Curcio Advertising Co., Cam- 
bridge, Mass. 


Ise IS POST, 
ABVERTISING SN A H-00-morous Thought 
CAH ‘ ‘=| To the Editor: Your issue of 
: July 10 [“Voice of the Advertiser”] 
BE |comments on the promotion piece 
EF US! of Benwill. 
| Anti: Root, Poole, Cook and 
Sees | Brooks. 


| Pro: Clement, Pontious, Matthys, 
bridge, Mass., has elected a light|Minard, Small, Singer and Berch- 
approach. The slogan around the told. 

company logo reads “Advertising! Was this deliberate on your part 
Can Be Fun,” a line the company or is it true that people with “oo” 


JACKSON HAS 
$150,000,000 IN 
NEW CONSTRUCTION 


New VA hospital—new auditorium—new 
coliseum—new office buildings—new sta- 
dium—new 30-mile reservoir—new jet air- 
field—all now underway, are swelling 
business activity in the Jackson market by 
150 million dollars . . . and lending new 
importance to Jackson and its 16-county re- 
tail trade area. 


You can get your share of growing sales 
from advertising in Mississippi's leading 
newspapers—the Clarion Ledger and Jackson 
Daily News. 


Co-Owners WJTV (TV) WSL! (Radio 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


one for you that appeared in the 
Philadelphia Inquirer on July 28. 
Too bad these little mutts can’t 
raise a leg! 
Yours for wetter water. 
William Bolton, 
William Bolton Associates, 


in their names have no sense of| Philadelphia 
hoomor? 
Marshall Pickett, e 2 . 
— an Groesbeck Article Germane 
e e e to Automotive Aftermarket 
Well, Dog Gone! To the Editor: I was greatly 


To the Editor: Speaking of ad- amused by Kenneth Groesbeck’s 
vertising we can do without, here’s| little tale in your July 24 number. 


anne: I believe that we could make good 
_ We Go 


use of this article in our publica- 


tions for the automotive aftermar- 
ket and would appreciate your per- 

“Great 
s 7 
Lengths — 


mission to re-print it. 
R. M. Levy, 
Assistant Account Executive, 
Martin Fromm & Associates, 
Kansas City, Mo. 
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And Now, a Few Words 
From the Robot Commando 
To the Editor: Our Robot Com- 
mando, a many-talented chap, is 
impressed by your discussion (July 
24) of his impending stature for 
the 1961 Christmas season. 
However, he has been some- 
what chagringed about your de- 
scription of him. It seems you neg- 
lected some details of importance 
to him. He does operate via breath 
control but he launches rockets 
out of the top of his head—not 
missiles, as you stated. Missiles, 
however, are hurled from his 
arms. Additionally, he moves for- 
ward or turns, obeying vocal com- 
mands (constantly emitting a spe- 
cial beeper signal) while his 
searching eyes scan the horizon. 
The Robot Commando is pleased 
that you mentioned two other in- 
ventions of the prolific Marvin 
Glass—the Kissy doll and the 
Lucky Star Climbing Gumball 
game. Both are current Ideal 
products and, he feels, deserve 
further explanation. Cute, 23” Kis- 
sy puckers up and kisses (with 
proper sound effects) when her 
arms are squeezed together. The 
Lucky Star Climbing Gumball 
game enables youngsters who in- 
sert a penny into the bank slot to 
maneuver a gumball up inclining 
ramps into a chute from which 
they receive their chewy reward. 
Before he goes beeping off to 
his toy destiny to join the other 
famous Ideal products such as the 
original Teddy Bear, Smokey the 


es SOON 
JUS. 


to go where 
Ag 
«S088 
—and business is good in Winston-Salem . 


market noted for its “growth-type” blue chip > 
dustries. This year three big new plant expan- 


“tha day, every day of the your? Seores of 
end @ network of 2000 nation. of 


sions — totalling over 75 million dollars — will go 
into operation. This is growth . . . this is employ- 
ment... this is good business. And it’s all going 


on right now in Winston-Salem. Write 
promotion department for market facts. 


WINSTON-SALEM 


JOURNAL +~-> SENTINEL 


WATIONAL REP, KELLY-SMITH CO, 
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Bear, Shirley Temple dolls, Patti 
Playpal dolls and Mr. Machine, he 
wishes to thank Grey Advertising 
for helping launch his career with 
a rousing commercial soon to be 
televised. 

Incidentally, ADVERTISING AGE 
chose the Mr. Machine commer- 
cial as the fifth best for 1960. The 
Robot Commando predicts you will 
award a similar accolade for 
his commercial. 

Melvin Helitzer, 

Director of Advertising & Pub- 

lic Relations, Ideal Toy Corp., 

New York. 


For the Man Who Has 
Everything—Including Jitters 

To the Editor: Enclosed is my 
contribution to your collection of 
advertisements entitled “Ads we 
can do without.” 

This “Public Service” gem ap- 
peared in the classified section of 


Announcements (DAaneunsements ae 


*eeoeoee50 
~ NUCLEAR | 
WAR 
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"Prete yur ved ots 


~ GET YOUR 
“FALLOUT SHELTER 


TODAY 


prepared by Civil Detense office and ap- 
proved by local building authorities. This 
15 0 dengned for an ein rereee 
on ream, this i designed te seve your a 


liu Shelter - 


FHA title! 


FOR YOUR <3 
_ FallOut ut Profection . 


: Box, W229. Times § 
ee5oe 


the July 30 issue of the Los An- 
geles Times. 

You will note that the advertis- 
er was so proud of his contribu- 
tion to the Civil Defense effort 
that he preferred to remain anony- 
mous. 


George W. Kephart, 
Pacific Palisades, Cal. 
. 


We Know Whom You'll Meet: 
Your Old English Teacher 

To the Editor: The enclosed ad- 
vertisement for Listerine appeared 
in the July 18 issue of Look with 
the pre-head: 
“Be Prepared... 


You never know 
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whom you'll meet...” 

The ad copywriter as a Boy 
Scout would never earn a merit 
badge in English grammar. 

W. Dane Hooper, 
Chicago Heights, II. 


Recalls Coste’s Remarks on 
Problems Facing Magazines 

To the Editor: Apropos of cur- 
rent internecine media squabbles, 
it might be useful to recall some 
remarks made on the magazine 
medium about a year ago by Fe- 
lix W. Coste, president, Outdoor 
Advertising Inc., in a speech be- 
fore the AAW annual meeting in 
Mexico City. 

On the premise that construc- 
tive intermedia criticism is a 
healthy thing, Mr. Coste observed 
that “for the magazines the num- 
bers game is over. ... The first 
responsibility of some of them, at 
least, is to stay in business. How 
can they do this with normally 
rising costs, jacked even higher by 
demand for split runs and sec- 
tional editions? They certainly 
can’t do it by meaningless reader 
impression claims. And they are 
reaching the diminishing-returns 
point in forced circulation costs. 

“They can do it,” Mr. Coste con- 
tended, “by performing a desired 
or essential service for the reader. 
To this end they should intensify 
their research to pinpoint areas 
for reader service. People’s inter- 
est is keener and far deeper than 
it was a generation ago. The mag- 
azine reading public... wanted 
information in depth. They have 
become selective and the maga- 
zines that would woo them during 
the next decade had best become 
selective too. The books that do 
can survive. Some of the books 
that do not appeared doomed.” 

Mr. Coste’s remarks certainly 
have current value in today’s me- 
dia scene. 

William F. Flower, 

Vice-President, Director of 


| Airlines and the popular one used 


|in American Oil Co.’s recent cam- 
|paign. Both “Americans” feature 
|a “giant step” across a map of the 
|U. S. (American Airlines’ ad from 
|July 10th issue of Purchasing 
Week). 

I don’t mean to imply plagiarism 
here; this, however, is a curious 


coincidence. 
Bart Ladd, 
Elmhurst, Il. 
. J e * 


_DeJur Ad Kept Corporate Image 
in Copy Prepared for Local Use 


To the Editor: A noted Hebrew 
philosopher named Sholom Alei- 
chem once said: “Twelve of my 
people, thirteen opinions.” Accept- 


|ing the legend as real rather than 


apocryphal, I would like to throw 
an opinion into your editorial pot. 
Although we are the agency for 
DeJur-Amsco Corp., we did not 


out of context for some self-serv- 
ing reason. Therefore, regardless 
of the initiating circumstances, it 
seems to me some comment by 
this agency is in order. 

In the first place, the ad shown 
as one which ran in national pub- 
lications never ran in national 
publications in that form. 

Accompanying it, when it was 
sent to dealers for their local use, 
were several variations of head- 
line and body copy and various 
sizes of illustration material. 

In my opinion, the advertising 
director for DeJur wisely retained 
some of the DeJur corporate im- 
age in the material he prepared | 
for local use. The appeals we have | 
consistently made have been on . 
high level to business and profes- 
sional men. I cannot be convinced 
this type of person will be swayed 
by free offers. 

As a case in point, we were 


prepare the ad Mr. Fremerman 
dealt with in your July 17 issue. 
However, far too often in my 
career, I have seen events taken 


privileged to introduce the Steno- 
rette portable dictating machine 


in 1955 and within 18 months of| 


continuing factual presentation of 


the advantages of the machine, we 
were selling unit for unit against 
dictating equipment supposedly 
owning the market for years. 

I think your editorial statement, 
“Although ADVERTISING AGE does 
not agree with his thesis in most 
respects,” leaves me with very 
little more to say. 


Just this little niggling aside: 
May I say I hope Mr. Fremer- 
man’s ad never ran because he 
refers to our splendid little prod- 
uct as a companion duplicating 
machine. 

Lee Friend, 

President, Friend, Reiss Ad- 


vertising, New York. 


“TALES OF WELLS FARGO” JOINS 
THE RANKS OF COLOR TV 


Last year’s black-and-white hit moves up to color TV. 
The trend is to color. Are you with it? Learn more about 
color TV now. W. E. Boss, Director, Color Television 
Coordination, RADIO CORPORATION OF AMERICA, 30 
Rockefeller Center, New York 20, N. Y., Tel: CO 5-5900 


Public Relations, Outdoor Ad- 
vertising Inc., New York. 


Across U. S. in Recent Months 


same! 
It’s very interesting to note the 
similarity of this ad for American 


2 Americans Took ‘Giant Step’ 


To the Editor: The name’s the 
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weet TE WOMAN THE TEN AT THE TOP! 


@@ No doubt about it, our business is an active one,” says John B. Fowler, Jr., Chairman of the 
Board, Seeman Brothers, Inc., New York, leading distributor of grocery products. “‘And my secretary, 
Miss Norma Oswald, has one of the most active jobs on our team. | rely on her to keep things moving 
at top efficiency in my office. ®® The busier the executive, the more important are the responsi- 
bilities of his secretary. And in the selection of office equipment, her recommendations are especially 
important. That’s why so many manufacturers of office products advertise in TODAY'S SECRETARY 
—and why so many new advertisers keep coming in. In 1961, Kimberly Clark Corp., Parker Pen 
Company, Port Huron Sulphite and Paper Co., Whiting Plover Paper Co. and other makers of office 
supplies and equipment have advertised in TODAY'S SECRETARY for the first time. They reach 
151,000 subscribers (ABC-audited), plus 345,000 pass-along readers monthly. Phone or write for 
Fact File on TODAY'S SECRETARY. 


TODAY’S SECRETARY 


SECRETARY 


...the magazine that sells the secretary ~ sells the boss 


A GREGG-McGRAW-HILL PUBLICATION + 330 WEST 42ND STREET, NEW YORK + LONGACRE 4-3000 
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CONSUMERS 


—————  s 


| When you buy 

| El Paso, big Sth city 
of Texas, 

j you reach 750,950 


| 


consumers in two | 


states and two nations 
| ...and El Paso 

Broadcasters give you 

100-proof coverage 
| of this thriving 
Southwestern market 
| that rates well 


| 
| 


within the nation’s | 


TOP FIFTY. 


Treat your product 


of half a billion 


| 
| 
| to a taste 
| dollars in retail sales 


| and better than 

| three-quarters 

of a billion 
effective 

! buying income. 

| Buy the Big Sth... 
| El Paso, Texas 
L 


we Sage 


| 
| 


.. and help yourself! 
4 


| 


Aurora Plastics 
Deserts TV for 
Magazine Drive 


New York, Aug. 8—The time for 
| a downbeat is when everybody else | 
| 


_is on the upbeat. 
| That’s the belief of Aurora Plas- 
| tics Corp., which—while most ma- 
|jor toy advertisers are preparing | 
'for the biggest Christmas plunge} 
‘ever into television—will concen- 
| trate its $300,000 Christmas ad pro-| 
|gram exclusively in magazines. | 
| Aurora’s thinking was outlined | 


ane 3 


| TAKE A LOOK—Kroehler Mfg. Co. 
September Ladies’ Home Journal 


\by D. William Silverstein, mar-| featuring similar room settings, 


keting director, who said toys ad-| 
vertised on television have gotten) 
|an unsavory reputation; too many | é 2 
| toys are advertised on television, fed up with toys advertised on tv. 
and most important, for the first} Because they were overpriced and 
‘time, similar toys will be adver-| im most cases they failed to live up 
| tised on tv by more than one man-| to their commercials. 

| ufacturer. 


|@ “People started getting fed up 


® Originally, Aurora planned to) 
go into tv this year with every- | 


thing it had, but Mr. Silverstein 
pointed out “up until this year 
most tv toys were non-competitive, 
exclusive and easily identified. Es- 
sentially, tv toys to date have 
been one-of-a-kind iterns. But 
that’s all changed now. At least 


four, possibly more, electric car) 
sets will go on tv, in direct com-| 
petition with each other and with) 


with the momm y-get-me-this, 
daddy-buy-me-that kind of} 
hard sell the kids were getting,” 
he went on. “You can hardly blame} 
them. We still think tv does the) 
job but didn’t like the unsavory | 


| 


reputation tv toys were getting.” | 

While most of Aurora’s budget} 
will back scale model electric car | 
and truck sets, Aurora will also | 
promote hobby kits in magazines 


only. Harold J. Siesel Co. handles 


| furnishings. 


an we = 


will use this color spread in the 
followed by two consecutive pages 
each with the same headline and 


slogan. 


‘Kroehler Drive Aims 
to Recapture Interest 
in Home Furnishings 


NAPERVILLE, ILL. Aug. 8— 
Kroehler Mfg. Co. will launch a 
fall advertising and merchandising 
campaign designed to recapture | 
the consumer’s interest in home 


The fall campaign follows a 
trade drive this summer to retail- 
ers (AA, June 26) asking “What | 
happened to your slice of the pie?” 

Built around the theme, “It’s 
easy to have a beautiful home— 
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Harvey-Massengale Appoints 

Seaborn C. Langley Jr., former- 
ly southeastern trade relations rep- 
resentative of The Saturday Eve- 
ning Post in Atlanta, has been ap- 
pointed account executive of Har- 
vey-Massengale, Atlanta agency, 
a division of Street & Finney, New 
York. 


Edro Appoints Hearst VP 

Harry Hearst, formerly vp and 
western manager of Hoffman Pub- 
lications, Chicago, has been ap- 
| pointed vp of Edro Advertising, 
| Chicago. Mr. Hearst is in charge 
|of new business and will work as 
|}an account executive. 


'Katzif-George Names Crites 
| Cy Crites, formerly in media 
|and research departments of Win- 
‘ius-Brandon Co., St. Louis, has 
been appointed assistant marketing 
and research director of Katzif- 
George-Wemhoener Advertising 
Co., St. Louis. 


|} such circumstances, “tv will sim- | 


us. Rather than compete with| the account. — 
them, we decided to capitalize on| On the media schedule are 16 
their efforts. There’ll be a bewil-|™agazines. Pages will appear in 
dering array of names, claims and| 4A™eTican Modeler, Esquire, Hot 
counterclaims for any to be spe-| Rod, Life, Look, Mechanix Illus- 
cifically remembered from televi-|*7@ted, Model Railroader, New 
sion.” York Times Magazine, Popular 
Mr. Silverstein said that under| Science, The Saturday Evening 
| Post, and Sport. A spread is sched- 
ply pre-sell the electric car set, | Uled for Boys’ Life and one-third 
and with our print campaign | Pages will run in Junior Scholas- 
reaching the parent who will be) “¢ The New Yorker, Playboy and 
actually making the purchase, we| 5P0Tts Illustrated. # 
hope to clinch the sale. We’re run-)| 
ning the most concentrated print Storm Adds WAFS Account 
ad campaign ever used in the in-| Storm Advertising Co., Roches- 
dustry in a one-month period.” |ter, N. Y., has been appointed to 
Mr. Silverstein added that last| handle advertising for WAFS, Am- 
Christmas saw “the consumer get sterdam, N.Y., radio station. 


ASK YOUR BOSTON GLOBE 
REPRESENTATIVE TO SHOW 
YOU PAGE 141 OF “THE NEW 
BOSTON” STUDY.>K 


ANALYSIS OF THE FIGURES 
DEALING WITH EXCLUSIVE 
READERS SHOWS THAT THE 
HERALD-TRAVELER 
COMBINATION OFFERS A 
LARGER NUMBER OF NET 
UNDUPLICATED EXCLUSIVE 
READERS WITH FAMILY 
INCOMES OF $6,000 OR MORE. 


THESE ARE THE PROSPER 
BOSTONIANS - THEY READ 
THE HERALD-TRAVELER. 


Henald-Trovelor 


BOSTON’S HOME-DELIVERED NEWSPAPERS 
Represented nationally by Sawyer-Ferguson-Walker 


* Not to be confused with ‘““The Buying Bostonians” 
a Globe promotion piece based on ““The New Boston” study. 


Look around your home, every- 
body else does,” the consumer 
drive will be concentrated in the 
September Ladies’ Home Journal 
with four consecutive full-color 
pages. The opening spread shows a 
sectional living room grouping in 
a room section. The next page 
shows a bedroom grouping, and 
the fourth page shows dining room 
pieces. Each page carries the slo- 
gan. 

Kroehler is using the ads as a 
pilot for what it hopes may be- 
come a much larger effort on the 
same theme next year, possibly on 
an industry-wide scale. 


® Kroehler is merchandising the 
| campaign to retailers with news- 
|paper ad mats using the main 
| theme and a series of radio com- 
| mercials built around the ease of 
| decorating. In addition, the words 
|from the theme will be used in 
counter cards, murals for store 
|display and other dealer aids. A 
trade drive also will support the 
campaign. 
| The slogan was pre-tested by 
| Henri, Hurst & McDonald, Kroeh- 
| ler’s agency, on consumers at vari- 
ous income and social levels. In 
the tests, nearly every woman in- 
terviewed could remember the 
key words in the headline, Kroeh- 
ler said. 

To help retailers, Kroehler is 
developing a brochure explaining 
why the theme was developed and 


consumers. Kroehler also has pre- 
pared a “home furnishings indus- 
try fact sheet” on “What’s hap- 
pened to your slice of the pie?” The 
study compares the home furnish- 
ings industry to other industries 
in terms of the consumer dollar, 
and suggests that home goods 
manufacturers unite to promote 
the industry and regain sales. + 


Kohler Adds Two Accounts 

Albert A. Kohler Co., Old 
Greenwich, Conn., has been named 
|to handle advertising for Polycast 
Corp., maker of cast plastic sheets, 
and for Automation Engineering 
| Laboratory, Stamford. 


Reincke, Meyer Adds Wagner 
Reincke, Meyer & Finn, Chica- 


how stores can use it in selling | 


| go, has been named to handle ad-) 
| vertising for Wagner Sign Service, | 


Chicago. The account was former- 


‘ly handled by Wendt Advertising| 


| Agency, Toledo. 
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Information for Advertisers 


“A Guide for Successful Sales 
Meetings,” a 12-page brochure 
giving suggestions for organizing a 
sales meeting, is available from 
Bell & Gosset Co., Morton Grove, 
Il. 


e Population, total homes, total tv 
homes, retail sales, drug sales, 
food sales, gas sales, farm popula- 
tion and farm income of the 
KOMBO-TV market, comprising 
KWWL-TV, Waterloo-Cedar Rap- 
ids, and KMMT, Austin, Mason 
City and Rochester, Ia., are in- 
cluded in a market data study is- 
sued by Avery-Knodel Inc., 720 
Fifth Ave., New York 19. 


e A survey on sales trends in the 
photographic industry has been 
published by Photo Developments, 


104 E. Michigan, Jackson, Mich. 


e The 34th annual edition of 
“Fairchild’s Financial Manual of 
Retail Stores” has been published 
by the book division of Fairchild 
Publications. The manual contains 
data on capital, surplus, income 
before taxes, earnings, as well as 
two-year comparisons of assets 
and liabilities and ten-year com- 
parisons of net sales and profits of 
more than 240 major publicly- 
owned retail organizations in ten 
classifications. Copies, priced at 
$12 each, are available from Fair- 
child Publications, 7 E. 12th St., 
New York 3. 


e The 1961 “Equipment Index” 
has been published by Construc- 
tion World. Included in the index 


are “Spec Charts” which make it 
possible to compare every make 
and model of rubber-tired or 
crawler tractors, self-propelled and 
tractor-drawn scrapers, motor 
graders, and front-end loaders on 
wheels or tracks. Feature specifi- 
cations of all models of each man- 
ufacturer have been charted for 
“at a glance” comparisons. Copies, 
priced at $1 each, are available 
from Construction World, 402 W. 
Pender St., Vancouver 3. # 


Clayton Adds Tire Account 

Sidney Clayton & Associates, 
Chicago, has been named to han- 
dle advertising for Bearcat Tire 
Co., Chicago, a division of Louis 
Fishman & Co., Chicago. 


Weir Adds Microtron Account 
Weir Advertising, Los Angeles, 


has been named to handle adver- 
tising for Universal Microtron| 
Corp., Pico-Rivera, Cal., electron- | 
ics manufacturer. 


83 = 
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tne - 
¢ FICE SPACE eae 
PAVAILABLE 


The most distinctive address 
for your Chicago headquarters. 
Located in the heart of 
“advertising row,” convenient 
to and for suppliers 

to the advertising field. 


north 
michigan avenue 
mbuilding 


®0 laylight in all offices 
ir conditioning 
ic elevators 


© year 'rd 
© fast, ample 
© excellent servic 


E & EH 
568333 (A 


WIRTZ, 


T, INC., Managing 
Phone-f 


Code 312) 


NEWSPAPERS THAT MEAN BUSINESS IN SAN DIEGO 


With a total net effective buying income of more than $2 billion last year, 
San Diego County ranked 13th among the nation’s 200 leading counties in 


this category. Note these comparative totals: 


SAN DIEGO, CALIFORNIA 


SAN FRANCISCO, CALIFORNIA ..... . 


DALLAS, TEXAS. . . 


HAMILTON (CINCINNATI),OHIO. . . .. . 
SUFFOLK (BOSTON), MASSACHUSETTS. . . . 


ESTIMATES: 


Two metropolitan newspapers sell the important San 
Diego market: The San Diego Union and Evening Tribune. 
Combined daily circulation is 228,437 (ABC 9/30/60). 


Copley Newspapers: 15 Hometown Daily Newspapers covering San 
Diego, California — Greater Los Angeles — Springfield, Illinois — 


- $2,454,580,000 
- $2,401,671,000 
- $2,141,158,000 
- $1,926,360,000 
- $1,683,018,000 


1961 SALES MANAGEMENT SURVEY OF BUYING POWER 


and Northern Illinois. Served by the Copley Washington Bureau and 
The Copley News Service. 


REPRESENTED NATIONALLY BY NELSON ROBERTS & ASSOCIATES, INC. 


} Copley Newspaperc 


“THE RING OF TRUTH” 


he San Diego Union | EVENING TRIBUNE 
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WMMS Names Breen & Ward 

WMMS, Bath, Me., radio station, 
has appainted Breen & Ward its 
New York representative. 


Jersey Utility's 
Drive Promotes 
Farm Products 


Newark, N. J., Aug. 8—Do you 
know that in good growing weath- 
er a single New Jersey asparagus 
stalk can grow 10” overnight? 

Or that, in terms of food value 


DUHAMEL 
STATIONS 


tatoes are one of your biggest 
|bargains in nutrition? In fact, one 
|medium-size New Jersey potato, 
boiled in its jacket, supplies about 
one-fourth your daily needs of 
vitamin C, 10% of the iron, thia- 
mine and niacin. (And as for the 
notion about all potatoes being 
fattening—a medium-size New Jer- 
|sey potato has no more calories 
| than half a grapefruit.) 


OF THE LAND OF 
INFINITE VARIETY 
--..and the 


FASTEST GROWING CITY 
in the North Central Region 


. These facts may be gleaned 
\from a free four-color booklet, 
“The Riches of New Jersey,” of- 
|fered in a statewide public service 
jad campaign by the Public Serv- 
jice Electric & Gas Co., Newark. 
The campaign, which obviously 
steps out of the company’s usual 
line of interest, is a promotion for 
nine of the state’s farm products. 

It got under way last June, 
when the first of the products— 
eggs—was advertised in a full 
| schedule of 19 daily and 177 week- 
ly newspapers in the state. 

The weeklies include 22 in for- 
eign languages—Czech, German, 
Hungarian, Italian, Polish, Rus- 
sian, Slovak and Yiddish. 

The rest of the program worked 
out this way: Milk was featured 
in the days around June 29; blue- 
berries approximately July 13; 
sweet corn July 20. Peaches will 
be promoted this week; white po- 


pARN 


a 
Farm & Power 
EQUIPMENT 


Reaches the type of dealer 
YOU would Personally Call on 


. 


N 


Farm .& Power Equipment concentrates circulation 
only among dynamic dealers with the capitalization, 
the servicing facilities and the desire to ) pace 
with modern merchandising methods . 


Dynamic dealers who work with other above- 
average dealers in a trade organization .. . 


per dollar, New Jersey white po-| 


Buy a 
oft 
POTATOES 
— 2 


PUBLIC SERVICE—Ads like these are 
Electric & Gas Co.’s New Jersey campaign. 


tatoes around Sept. 14; apples 
-_ 12; and sweet potatoes Oct. 


a ie dailies will carry five-col- 
umn ads for each product, while 
130 weeklies will run three-col- 
umn ads, and the remaining 47 
weeklies will carry two-column 
ads. 


® According to Phillip Alampi, 
state secretary of agriculture, “It’s 
the biggest contribution ever made 
by allied industry, I believe.” 

The campaign points to the fact 
that each year “it becomes clearer 
that the future of New Jersey will 
be established in the marketplace, 
rather than on the drawing boards 
of the planners,” Mr. Alampi said. 

Each ad offers the free booklet 
containing information on New 
Jersey products, plus recipes. It is 
distributed through the company’s 
home economics department, as 
well as through the state exten- 
sion service. A _ total of 40,000 
copies are available. 

Williams & London is the agen- 
cy. # 


Air France Launches Drive 
to Promote Off-Season Travel 

Air France has launched a sum- 
mer campaign to promote off-sea- 
son travel to Europe. The drive 
is built around a “Jet-Away Holi- 
days” kit, offering six different 
tours. Ads will play up the jet 
fare reductions which go into ef- 
fect Oct. 1 and last through March 
31. 

The French carrier used color 
pages in the July 28 Time and Aug. 
5 New Yorker, to be followed by 
insertions in the September issues 
of Esquire, Glamour, Harper’s Ba- 
zear and Holiday. Between Aug. 15 
and 29 Air France will run some 
23,000 lines in daily newspapers 
across the country. Radio spots are 
scheduled for WQXR and WPAT, 
New York, WFMT, Chicago, and 
KFAC, Los Angeles. Batten, Bar- 
ton, Durstine & Osborn is the 
agency. 


Matson Sets New TV Push 

Matson Navigation Co., San 
Francisco, will begin a series of 
60-second color spots on the Jack 
Paar tv show, starting Aug. 14, to 
promote its Funcruises. Matson 
terms the Funcruises “a new con- 
cept in ship travel,” in which the 
company’s ships, the Lurline and 
Matsonia, will be turned into set- 
ting for nightly theme parties and 
entertainment by Hollywood per- 
sonalities during a 10-day round 
trip from California to Hawaii. 
Large space newspaper ads in 
selected markets will be used. Full- 
er & Smith & Ross, San Francisco, 
is the agency. 


El Paso Vista Names Primer 
El Paso Vista, El Paso land de- 


Leonard Primer Advertising, Chi- 
cago, to handle its advertising. The 
company plans to invest $14,000 
in newspapers and farm papers for 
August, and $15,000 each month 
| for the remainder of 1961. 


being used in the Public Service 


FCC Okays Shifts 
to Add TV Channel 
in Rochester, N. Y. 


WaAsHINGTON, Aug. 8—The Fed- 
eral Communications Commission 
has approved a complicated fi- 
nancial transaction which will en- 
able two Rochester, N. Y., tv sta- 
tions which currently share a chan- 
nel to each have a channel of its 
own. 

Under the arrangement, Trans- 
continental Television Corp., which 
operates WROC-TV on Channel 5, 
Rochester, is selling its property 
to WHEC-TV and WVET-TYV, cur- 
rently sharing Channel 10. Trans- 
continental is receiving $6,500,000 
with WVET-TV (Veterans Broad- 
casting Co.) putting up $2,432,000 
and WHEC-TV (WHEC Inc.) $3,- 
692,000. 


e At the completion of the trans- 
action, WVET-TV will operate on 
Channel 5, from Transcontinental’s 
facilities. WHEC-TV will have 
Channel 10 to itself. 

FCC conditioned the transaction 
on the willingness of WROC-TV to 
move to Channel 8, as part of a 
shuffle of upstate New York tv as- 
signments which has been pro- 
posed in order to get a third vhf 
assignment into the Rochester 
area. Chairman Minow dissented, 
and Commissioner Bartley dissent- 
ed in part. 


Advertising Age, August 14, 1961 


approved by FCC included: 
Permission for Capital Cities 
Broadcasting Corp., which has sta- 
tions in Providence, Albany, Dur- 
ham, and Adams, Mass., to buy 
WKBW, Buffalo radio-tv, for $14,- 
000,000, the third largest all- 
broadcast package sale in history. 
Capital was also authorized to buy 
WPAT, Paterson, N. J., radio sta- 
tion, for $5,350,000, Chairman Mi- 
now and Commissioner Bartley 
dissenting. 

Permission for James Broadcast- 
ing Co., which has stations in 
Jamestown, Salamanca, and Dun- 
kirk, N. Y., to buy WERC and 
WERC fm, Erie, for $335,000. 
Chairman Minow and Commission- > 
er Bartley dissenting. + 


Byron & Carr Becomes Byron 
Again as Carr Goes Midwest 
Mark Byron Inc., New York, 
which changed its name last Feb- 
ruary to Byron & Carr, has revert- 
ed to its original name. Mark B. 
Byron, president, said the agency 
resigned the account of Statistical 
Tabulating Corp., publisher of 
Coupon, and that William B. Carr, 
former agency vp, would “continue 
to serve that account in Chicago.” 
Mr. Byron said “the decision 
was made after the Chicago client 
had indicated a preference for a 
Chicago agency operation.” He 
added, “income from the account 
did not warrant opening a Chicago 
office.” Mr. Carr, onetime adver- 
tising head of McCall’s, is a former 
vp of N. W. Ayer & Son, Chicago. 
According to Mr. Byron, “Mr. Carr 
is expected to announce his Mid- 
west affiliation at an early date.” 


Electronics Book Changes Name 

Electronic Periodicals, Cleveland, 
O., has changed the title of its 
publication, Jobber News & Elec- 
tronic Wholesaling, to Electronic 
Distributing. 


 - 
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_ QUALITY CHARACTERISTICS on 
YACHTING readers are club members E 
(82%), predominantly professional people 
and executives whose average annual — 
income is $17,774, median income 
$14,360. 83% are home-owners, 


n at least 2 cars, 95% own 


yacht, arid 85% travel abroad ( 
“first class). And they entertain a 
_ at home, on board, at the club. 
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Auto Makers’ Ads 
for ‘62s Set for 
September Blastoff 


(Continued from Page 1) 
tors and Chrysler are due to ex- 
pire Aug. 31, while the American 
Motors and Studebaker contracts 
run a few weeks longer. Strike 
votes among UAW members prob- 
ably will be held within two 
weeks. 

An interruption of production 
could mean a delay in ad plans, 
since a company does not like to 
announce a new product until its 
dealers have models to show the 
public. But the companies may 
have passed the point of no return 
on some of their magazine and tv 
plans, so it looks as if the an- 
nouncements will have to be on 
schedule. 


s While a general strike by the 
UAW against one or more of the 
auto companies is the most potent 
threat, strikes at local levels, con- 
cerning purely local issues, are 
more probable, and they could be 
just as disrupting to the advertis- 
ing plans. 

A local strike at an engine 
plant, for example, could force a 
shutdown of final assembly opera- 
tions, and have the same over-all 
effect on automobile output as an 
all-out strike. 

The current auto negotiations 
in Detroit, conducted at corpora- 
tion level with the UAW Inter- 
national, involve financial mat- 
ters, pensions, and other broad 
problems. Following settlement at 
the national level, the local unions 
will take up their problems with 
individual plants. 

In 1958, General Motors pro- 
duction was held up six weeks 
while a series of local issues were 
settled. But introduction of new 
cars was not affected that year, ac- 
cording to GM, because GM had 
“filled its pipelines” with an in- 
ventory of parts and components, 
so that final assembly of automo- 
biles was not hampered. 


® GM said it is proceeding now 
on the assumption that 1962 mod- 
els will be introduced on time. 
The schedules call for most of 
the ’62 ads to compete for expo- 
sure in the last two weeks of Sep- 
tember and the first week of Oc- 
tober. A few models will be intro- 
duced later in the year. 
e Chrysler Corp. is tying all its 
new car announcements into the 
World Series, which it will co- 
sponsor on radio and tv networks. 
Consequently, all Chrysler car 
lines will be introduced to the pub- 
lic Friday, Sept. 29, with newspa- 
per ads breaking in p.m. editions 
of Sept. 28. 
e Plymouth and Valiant will use 
a color spread in Life and The 
Saturday Evening Post that week, 
with followup ads in Look and 
Reader’s Digest. Plymouth also will 
uncover an outdoor posting in 65 
markets Sept. 29, and will open a 
three-week spot radio campaign in 
50 markets, followed by another 
two weeks in November. | 
e Chrysler will use four-color 
spreads in Life and The Saturday 
Evening Post during announcement | 
weeks, and will follow in Ebony, | 
Holiday, Look, The New Yorker, | 
Reader’s Digest, Sports Illustrated | 
and Sunset Magazine. 

A spot tv campaign in key mar- 
kets, and a direct mailing to 1,- 
265,000 names also are planned. 


e Imperial will get announcement 
ads (four-color spreads) in The 
New Yorker, The Saturday Eve- 
ning Post, Sports Illustrated and 
Time the week of Sept. 25, fol- 
lowed by Diplomat, Fortune, Holi- 
day, National Geographic, News- 
week, Palm Beach Life, Park Ave- 


nue Social Register, Social Specta- 
tor, Town & Country, and U. S. 
News & World Report. A mailing 
to some 250,000 names also is 
scheduled for Imperial. 

e Dodge’s Dart, Polara 500 and 
Lancer will break in p.m. news- 
papers Sept. 28, but the rest of 
Dodge’s announcement plans have 
not been revealed. 

e Lincoln Continental, Mercury 
and Comet also are slated to make 
their dealer debuts Sept. 29, 
which means newspaper ads will 
break during the week of Sept. 25. 
e Lincoln-Mercury division will 
use the Alfred Hitchcock show on 
NBC-TV for Mercury and Comet, 
either with a teaser commercial 
Sept. 26 or an announcement 
Oct. 3. 

The only L-M magazine sched- 
ule tied down so far is a four- 
page gatefold for Mercury and 
Comet in Life, Look and The Sat- 
urday Evening Post the week of 
Oct. 2. A direct mail campaign 
also is scheduled. 

e Pontiac will be one of the first 
to break into print, with newspa- 
per ads running in evening edi- 
tions Sept. 20 for Pontiac and 
Sept. 21 for Tempest. Other plans 
have not been revealed. 

e Cadillac and Oldsmobile an- 
nouncement ads will break Sept. 
21, with Chevrolet adding to the 
heavy schedule for Sept. 28. 

e Buick’s announcement is slated 
for Sept. 27, with ads scheduled 
for 3,800 newspapers. Buick will 
use nearly 300 radio stations for a 
concentration of 10,000 spots dur- 
ing a two-week period starting a 
week before and after announce- 
ment day. Buick will also use the 
“Sing Along with Mitch” tv show 
Sept. 28 and ads in 25 magazines. 
e American Motors is planning a 
single announcement for its Ram- 
bler American, Classic and Ambas- 
sador lines on Oct. 5, with news- 
paper and magazine ads running 
that week. + 


Jacob Ruppert 
Is Back in N. Y. 


Market via Radio 


New York, Aug. 10—After a 
year-long hiatus, Jacob Ruppert, 
Manhattan’s only major brewery, 
is back on the air here. 

For the first six months of 1961, 
Ruppert put pretty nearly all its 
ad money into New England, where 
it’s traditional leader in the beer 
business. The only New York ad- 
vertising for its product was some 
outdoor and some neon signs and 
point of purchase displays. 

The brewery was $2,500,000 in 
the red last year, having racked 
up a total deficit of $3,600,000 in 
the past three years. But as a re- 
sult of drastic cost-cutting meas- 
ures in February, Jolin J. Wald- 
ron, exec vp, recently predicted 
the company would end the first 
half in the black. 


= “We are making money,” George 
Ruppert Vernon, vp and ad man- 
ager, said. Consequently, the com- 
pany is moving back into the New 
York market by way of radio. “Ra- 
dio suited our needs best,” he said. 
“It’s flexible, and in surnmer it 
gives us a high male audience.” 
He added that it was hard to say 
whether Ruppert would also begin 
using other media, such as news- 
papers. “We are doing this one 
step at a time,” he explained. 
Ruppert has lined up seven sta- 
tions for the campaign, which 
started Aug. 7. They are WNBC, 
WCBS, WOR, WNEW, WMGM, 


,WABC and WMCA. The schedule 


calls for a total of 61 spots per 


|after four shops “went down to the wire.” 


| tive on the company’s consumer products has not yet been appointed. 


Last Minute News Flashes 


Lake Central Airlines Appoints Shaw 


INDIANAPOLIS, Aug. 11—Lake Central Airlines has selected John W. 
Shaw Advertising, Chicago, as its agency, effective at once. Lake Cen- 
tral, which operates in eight states and District of Columbia, has not 
had an agency for six years. Shaw won the business in competition 
with 35 other agencies. 


Heinz, Best Foods in Joint Drive: Other Late News 


e H. J. Heinz Co. and Best Foods division of Corn Products Co. will 
spend an estimated $400,000 in a three-week promotion, starting the 
end of August, for Heinz tomato ketchup and Hellmann’s mayonnaise. 
Color spreads will appear in four magazines and color pages in four 
national and eight or ten independent supplements. Radio and tv spots 
will run in about 50 markets, plus commercials on eight NBC-TV 
shows. Maxon Inc., Detroit, is the Heinz agency; Dancer-Fitzgerald- 
Sample, New York, handles Hellmann’s. 


e West Gillingham, vp and account executive of Clark & Bobertz, 
Detroit, has been named exec vp and general manager of the agency— 
a new position. 


e C. L. (Bill) Smith, formerly with Batten, Barton, Durstine & Osborn, 
has joined American Airlines (where his brother, C. R. Smith, is presi- 
dent) as director of sales and service planning. He will report to G. 
Marion Sadler, vp and general manager. 


e Swank Inc., New York, has entered the writing instrument field 
with a $5.95 lifetime guaranteed Javelin pen and pencil set and a 
$12.95 12K gold filled version. Test marketing starts in October, using 
Sunday supplements here and in Philadelphia, Chicago, Los Angeles | 
and Houston, and will be followed by national magazine advertising 
for Christmas. Theme will be based on the craftsmanship of the mas- 
ter jeweler in the writing instrument field. Robert M. Marks & Co. is 
the Swank agency. 


e Howard A. Harkavy has dissolved his agency of that name and has 
joined Hazard Advertising Co., New York, as a vp. Several accounts 
totaling over $1,000,000 in billings have followed Mr. Harkavy. Among 
them are Polarad Electronics Corp. and several Chilton publications. 
One former Harkavy client, Business Publications Audit of Circula- 
tions, has still to decide where it will move. 


e Link-Belt Speeder Corp., Cedar Rapids, Ia., manufacturer of shovel- 
cranes and diesel pile hammers and a subsidiary of Link-Belt Co., has 
named Brady Co., Milwaukee and Appleton, as its agency. Klau-Van 
Pietersom-Dunlap, Milwaukee, the former agency, continues to han- 
dle Link-Belt Co. and two other subsidiaries. 


e American Broadcasting Co., New York, has appointed Daniel & 
Charles, New York, to handle advertising for its owned radio stations. 
This ABC unit did not have a previous agency. 


e Shell Oil Co., New York (Ogilvy, Benson & Mather) reportedly has 
a media test going in about 11 markets using various combinations of 
radio, tv and newspapers. The test is expected to run through Decem- 
ber. Shell began nine to 15-week flights of radio spots for bulk gas 
sales in southeastern markets July 12; a tv spot campaign promoting a 


dealer contest was started in approximately 50 markets July 24 (AA, 
July 17). 


e General Outdoor Advertising Co. will repeat its program of aid to 
the automobile industry this winter with a promotion 10 to 15 times as 
large as the experimental posting last April and May. GOA said that 
19 outdoor companies will cooperate in the push, adding that the pro- 
motion will use more than $1,000,000 in poster space between Jan. 22 
and Feb. 22. 


e National Distillers Products Co., New York, exclusive U.S. importer 
of Prefontaines French wine, will launch a spot radio push for the 
wine on Aug. 14 on QXR Network stations in New York, Albany and 
Rochester. On Sept. 5, the push will be extended to WXHR, Boston; 
WGR, Buffalo; WPFM, Providence, R.I.; WCCC, Hartford; WITH, Bal- 
timore, and WASH, Washington. Lawrence Fertig & Co., New York, is 
the agency. 


e Advertising Federation of America and Assn. of National Advertisers 
have asked to be heard when the House interstate and foreign commerce 
committee takes up six bills Aug. 22-23 authorizing the Federal Trade 
Commission to issue “temporary” cease and desist orders. The ad 
groups will strongly oppose the new power. Chairman Paul Rand Dix- 
on says it’s needed because FTC is powerless to stop abuses until the 
completion of lengthy litigation (See “In Washington,” Page 93). 


e Sen. John Pastore (D., R.I.) today introduced legislation (S. 2400) 
which authorizes the Federal Communications Commission to regulate 
networks. He promises hearings later this year on the bill, which has 
been proposed by the FCC. While the bill lets FCC regulate the busi- 
ness arrangements of networks, it does not provide for licensing. 


e Avis-Canada has started a campaign using 45 pages in Reader’s Di- 
gest (French and English editions), Time, Saturday Night, Canadian 
Business and Canadian Aviation, and 30 ads of 600 lines each in Fi- 
nancial Post. The agency is J. Walter Thompson Co., Montreal. 


e John Bunch, formerly account group head on Philco of Batten, Bar- 
ton, Durstine & Osborn, New York, has been named account man- 
agement supervisor on Smith-Corona Marchant. James Kellogg, pre- 
viously on the men’s wear portion of DuPont, has been tapped as ac- 
count executive on Smith-Corona office products; an account execu- 


BBDO picked up the nearly $2,000,000 account last week (AA, Aug. 7) 


Mislabeling’ 
Seizures in FDA 
Drive Reach 99 


(Continued from Page 1) 
was reduced in January. But it 
told the judge the Multi-Pak and 
the individual rolls for vending 
machines are shortweight, despite 
the fact that the company was 
warned after a plant inspection. 

Under the order the company 
risks contempt of court if it ships 
shortweight merchandise. The or- 
der also applies personally to the 
company treasurer, Joseph T. 
Hand. At the Aug. 17 hearing FDA 
plans to seek a temporary injunc- 
tion to replace the temporary re- 
straining order. 

Under a multiple seizure pro- 
gram, FDA has made 16 individual 
seizures of Puffed Rice and Puffed 
Wheat for short weight. During the 
past week, seizures were made at 


|stores of Safeway, Grand Union, 


A&P, Stop & Shop, and First Na- 
tional in various parts of the coun- 
try. 


s In addition to Tootsie Roll, FDA 
seizures in the candy field this 
week included Beech-Nut Life- 
savers (inconspicuous labeling 
and shortweight); National Lico- 
rice Co.’s Licorice Twists (incon- 
spicuous labeling); Safeway’s 
chocolate covered peanuts (incon- 
spicuous labeling); Flavour Can- 
dy Co. candy (shortweight); and 
New England Confectionery Co. 
candy mints (shortweight). 

FDA had previously seized ship- 
ments of Standard Brands tea bags 
and Tetley instant tea. This week 
it charged tea from Levering Cof- 
fee Co., Camden, was shortweight, 
and that tea bags from Boston Tea 
Products Co., New York, seized at 
a Food Fair store in Baltimore, 
were shortweight. 


= Other seizures this week, many 
of them at major food stores as 
well as at wholesale warehouses, 
included potato chips (Frito Co., 
Seattle); imported dates (Nation- 
al Biscuit Co., New York); ground 
white pepper and ground nutmeg 
(McCormick & Co., Baltimore); 
bread (Continental Baking Co., Se- 
attle); and onion soup mix (Blue 
Ribbon Foods Inc., Suffern, N. Y.). 
Food & Drug Commissioner 
George Larrick emphasized that 
most products are properly la- 
beled, but that FDA is “shocked” 
to find that its surveys show some 
manufacturers are failing to give 
the consumer full measure. 
Variation from stated weight is 
allowable when due to normal 
moisture loss or unavoidable var- 
iations that occur in machine 
packaging, he said. But in these 
seizure cases the weight is below 
the net weight declared, after 
allowance for moisture loss and 
other unavoidable variations. + 


Mantle Testimonials 
Tagged Out by FTC 


WasHINcTon, Aug. 10—Baseball 
slugger Mickey Mantle was tagged 
“out” by the Federal Trade Com- 
mission today, when he was 
caught endorsing milk and dairy 
products which he doesn’t really 
use. 

The commission broke up the 
game when they found Mantle en- 
dorsing milk and dairy products 


e Eaton & Howard, investment manager and underwriter, has named 
Mogul Williams & Saylor to handle its account, which bills about | 
$250,000. The former agency was Albert Frank-Guenther Law, New 


| York, which last week lost Harris, Upham & Co., another investment 


week (ail 60-second) running) 


through November. 


house, to Rockmore Co. (AA, Aug. 7). Eaton & Howard said “a strictly 
general agency” could better erve its advertising, merchandising, 
marketing and publicity needs. 


e Reuben H. Donnelley Corp., reported to be buying two publications, 


said Friday it “was premature” to discuss the matter. However, the 
Warwick & Legler is the agency. | company indicated a statement might be forthcoming this week. 


\independent dairies, 


of Mid-West Creamery Co., Ponca 
City, Okla. 

In an agreement to discontinue 
the practice, Mr. Mantle, the dairy, 
and All-Star Dairy Assn., a New 
York promotion organization for 
all agreed 
that the Mantle endorsement will 
only be used in the future for 
products which Mr. Mantle actual- 
ly uses and prefers. + 
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Don’t Be ‘Shoenik,’ 
Brown Shoe Says in 
Ads for Roblee Line 


Sr. Louts, Aug. 10—“You’re not 
a beatnik—don’t be a _ shoenik,” 
will headline a new fall campaign 
by Brown Shoe Co. for its Roblee 
division. 

Page ads in consumer magazines 
featuring photo illustrations of the 
feet of well dressed men with shab- 
by shoes, will point out the basic 
theme: “You aren’t well-groomed 
unless your feet are, too.” 

First ad in the series is slated 
for the September issue of Esquire, 
with page insertions scheduled for 
two issues of Life and one issue of 
Time. 

Leo Burnett Co., Chicago, is the 
agency. + 


HEAD TO TOE—Brown Shoe Co., St. Louis, will attempt to make males 


You're not a beatnik —don't be a 


self-conscious about their shoes with ads like these next fall. 


(Continued from Page 1) 
ing those of tipsters at the race 
track. 

“Even our conservative news- 
papers carry horrendous adver- 
tisements as to the prowess of par- 
ticular advisers,” he wrote. 


s The original SEC rule would 
have banned any advertisement 
which called attention to past rec- 
ommendations. In response to 


' \|eomments, SEC has revised the 


proposal so that counselors may 
offer to provide information about 
past recommendations, provided 
they supply (1) a complete list of 
all recommendations made during 


Lever to Put 
$3,500,000 into 
Debut of Syrup 


(Continued from Page 1) 


brand in the field in Log Cabin. 
The No. 2 brand is Penick & Ford’s 
Vermont Maid. 

Placed in test markets last year, 
Mrs. Butterworth’s syrup now has 
wide distribution west of Kansas 
City. Lever describes it as “an al- 
most overnight success in its test 
markets, where its introduction 
increased the total syrup business 
21% within a few months.” 

Lever notes that syrup market 


a preceding period of not less than 


Colgate’s Fluoride, Cue, i: ies sw: sme sis 


Enters Dentifrice Derby 


(Continued from Page 1) 


P&G’s Crest, but Brisk proved 
limp at the sales counter and to- 
day it is sold without benefit of 


new to the fluoride field, either, 
having launched a brand called 
Sentry in 1956 which never got 
out of test markets. 


2 If fluoride, as an ingredient, 
runs true to form in a volatile, ex- 
panding market, it will power the 


others—just as the ammoniateds, 


sales have more than doubled since | the chlorophylls, the anti-enzymes 


1949. 


® Mrs. Butterworth’s syrup will 
be backed by saturation schedules 
in daytime and evening television. 
In addition to a heavy spot sched- 
ule, the product will get support on 
all six of Lever’s network evening 
shows. The print schedule calls for 
heavy use of four-color hi-fi news- 
paper pages, as well as a major 
drive in Sunday comics supple- 
ments. Some newspaper ads will 
carry money-off coupons, and later 
Lever will be couponing via the 
mails. 

General Foods backed Log Cabin 
last year with a budget of about 
$1,000,000. Lever says the Mrs. 
Butterworth’s introduction “is 
pegged at three times the weight 
of any other brand of syrup.” 

The new Lever product is un- 
usual because of its butter content. 
Advertising will make a point of 
this, implying that pancakes and 
waffles can be smothered with Mrs. 
Butterworth’s syrup without the 
need for the separate addition of 
butter. 


s Lever claims that “consumers 
have enthusiastically reported a 
2-to-1 flavor taste preference for 
the new convenience product over 
the currently leading brand.” 

One of the basic theme lines in 
advertising will be, 
thing that ever happened to a 
pancake.” 

Mrs. Butterworth’s syrup is 
packaged in an amber glass fig- 
urine bottle that Lever says is 
“ideally suited for use as a decora- 
tive container right on the table.” 

The product will be priced com- 
petitively—39¢ for the 12 oz. size, 
69¢ for the 24 oz. size. + 


Hughes Adds Rug Account 

E. J. Hughes Co., Springfield, 
Mass., has been appointed adver- 
tising agency for Faber’s Rugs & 
Carpets, Thompsonville, Conn. 
Billing is estimated at over $100,- 
000. A campaign emphasizing 
newspaper ads with radio support 


has begun. The account was for- | 


merly handled by Randall Co., 
Hartford. 


have done since 1949. 

Dentifrice marketing was a fair- 
ly placid occupation until 1949. 
The total market increased at a 
leisurely 3% annually, and nearly 
one of every two tubes sold was 
the minty-taste Colgate brand. 
Then came the relatively unknown 
Jersey company, Block Drug, with 
an ammoniated dentifrice called 
Amm-i-dent that carved a 10% 
share-of-market for itself. 

The new ingredient stayed new 
for two years—then it was inun- 
dated by a green wave of chloro- 
phyll. This time it was Lever Bros. 
that rode the wave and rolled toa 
6% share-of-market with Chloro- 
dent behind “the biggest ad budg- 
et ever put behind a new denti- 
frice.” 


s Nearly $45,000,000 worth of 
green toothpastes were sold as the 
public went chlorophyll crazy. It 
was two years more before the 
chlorophyll market started to 


crumble. Then the dentifrice don- |} 
nybrook resumed with anti-en- |} 


zyme. Lambert Pharmacal came 
up with Listerine Antizyme; Col- 
gate discovered Gardol; Ipana 
turned up on retail counters with 
WD-9. Then came Procter & Gam- 
ble with Gleem and its GL-70 en- 
zyme inhibitor. 

Druggists began to moan. Like 


“The best|the cigaret business today, the ar- 


ray of brands and their variations 
was a bit bewildering: Regular, 
ammoniated, chlorophyll, anti-en- 
zyme, anti-enzyme-chlorophyll 
and ammoniated-chlorophyll. 

But the dentifrice producers 
were ecstatic. The market had 
grown an estimated 89% between 
1948 and 1955 and was worth per- 


haps $155,000,000 at retail. 


|= Then came P&G’s move to a 
| fluoride 


toothpaste, and Crest 
came on the market to be followed 
by Brisk and Sentry. By 1958, the 
aerosol age came on the scene; 
dentifrices went into pressure cans, 
but never quite got the consumer 
acceptance hoped for. 

P&G's Crest did well, and when 
the American Dental Assn. en- 
dorsed it in 1960, the brand was 


| in clover. Today, P&G brands con- 


| trol over 45% of a $235,000,000 re- 
fluoride, right after the debut of | tail market, and P&G has replaced 


Colgate-Palmolive as the No. 
factor in the industry. 


Recent share-of-market figures 


were unprofitable as well as those 
which were profitable. SEC also 


Advertising Age, August 14, 1961 


Revised SEC Ad Rule Says Investment 
Counselors Must List Good, Bad Tips 


must contain the warning, “in 
print or type as large as the larg- 
est print or type used in such ad- 
vertisement or list”: “It should 
not be assumed that recommenda- 
tions made in the future will be 
profitable or will equal the per- 
formance of the securities on this 
list.” 

Another of the changes in the 
new proposal defines “advertise- 
ment” as any notice, circular, let- 
ter or other written communica- 
tion addressed to more than one 
person, or any notice or other an- 
nouncement in any publication or 
by radio or television.” 

The new definition was adopted 
after counselors complained the 
original draft was so broad it 
might interfere with face-to-face 
counseling of individual clients. 

A Sept. 15 deadline was fixed 


specified that ads of this kind | for comments on the new proposal. 


New York, Aug. 9—McGraw- 


advertising. Bristol-Myers isn’t 


creation of new brands and topple 


show Colgate still slightly in the ons Satie ae onattorns 
lead, with just tee 27%. But Automovil Americano to bring the 
Procter & Gamble’s Crest is com- magazine in line with the “reality” 
ing up fast and is at 25.9% (as of the overseas automobile busi- 
compared with about 11% before ness. 
the AD A recognition), and P&G's The reality, according to John 
Gleem is in third place with about E. Slater, publisher, is that the 
20% of the market. Lever’s Pep- U.S. product no longer lords it in 
sodent, once the No. 2 toothpaste foreign markets. 
pth he hp - elgg = To meet this situation, the mag- 
Py e market, ‘pana has | zine will be renamed Automobile 
about 6% and Stripe (another Le- International, starting with the 
ver brand), slightly over 5%. Doz- October issue The Spanish-lan- 
ens of other brands divide less ; 


than 10% of the market. 


1953, 1954, and 1956: 
Colgate had 37%; 


Brisk) had 35%; 
na 8%; Amm-I-dent 1.2%. + 


Fred Klein Joins North: 
Sullivan Heads DDB, Chicago 


Fred Klein 


D. J. Sullivan 


In 1953: Colgate had 45%; Pep- 
sodent 12%; Ipana 10%; Amm-I-|nmew cover, a new contents page 
dent 10%; Chlorodent 6%. In 1954|and a modernized layout. It will 
Gleem 20%;|Carry a new international news 
Pepsodent 10%; Ipana 8%; Amm- |section featuring on-the-spot cov- 
I-dent 6.5%; and Chlorodent 4%.|erage from the auto capitals of 
In 1956 Coigate (Gardol and|the 90-plus countries in the U.S. 
Gleem 21%;|¢xport market. Beginning in Oc- 
Crest 12%; Pepsodent 11.5%; Ipa- | tober, it will broaden its coverage 


guage edition will be titled Auto- 
movil Internacional. Combined 


® Here are some comparisons with | Circulation of the two editions 


will be over 30,000. 
The magazine will also have a 


of vehicles, parts and equipment 
manufactured overseas, while con- 


‘American Auto’ Renamed ‘Auto Int'l’ 
1|to Fit ‘Reality’ of Business Overseas 


|tinuing to report on American 


products and service methods. 


= Mr. Slater said the move had 
been extensively researched. Ear- 
lier this year, Joseph Van Denburg, 
assistant publisher and editor, 
made a world tour to study reader 
interests and problems. He re- 
ported that “automotive business 
men are no longer predominantly 
concerned with U.S. automotive 
products. They are increasingly 
concerned with vehicles built or 
assembled in dozens of different 
countries.” 

As for the potentialities, he said 
that currently there are 53,000,000 
registered vehicles abroad, as 
against roughly 80,000,000 in the 
U.S. “They are virtually where 
the U.S. auto market was when it 
hit its boom,” he said. 


® Last year, some 7% of the mag- 
azine’s advertising pages were from 
advertisers abroad. So far this year 
about 12% of the space was taken 
by overseas advertisers. The maga- 
zine currently boasts about 50 
overseas advertisers. + 


Klein, who has been man- Conde Nast Reports 
ager of the Chicago office of Doyle 


Ist Half Sales Dip, 
Loss of $344,732 


New York, Aug. 8—Conde Nast 
| Publications reported a net loss of 
$344,732 for the first half of 1961, 
compared with a profit of $427,859 
in the same period last year. Net 
sales declined from $25,242,444 to 
$24,142,637. 

I. S. V. Patcevitch, president and 
chairman of the board, said the 
decreases were due “principally to 
the decline in advertising ‘reve- 


Dane Bernbach Inc., which he or-|nues for the period and to the 
ganized in 1958, has been appointed | decrease in pattern sales resulting 


for eight years. 


& Belding, Chicago, for 13 years. 
Father's Day Sales Increase 


Daniel J. Sullivan, who joined 
Doyle Dane in Chicago last Feb-|the company had had them on the 
ruary as an account supervisor, 
succeeds Mr. Klein as Chicago 
|manager. Before joining DDR, Mr. 
Sullivan had been with Foote, Cone 


a vp and chairman of the plans|from our gradual winding up of 
board of North Advertising, Chi- | pattern activities.” 

cago. Prior to joining DDB, Mr. 
Klein had been vp and account su-| ferred, via a licensing agreement, 
pervisor of Earle Ludgin & Co.,/its Vogue Pattern operations to 
where he supervised Helene Curtis | Butterick Co. These included pat- 
and Tidy House products. Before|tern manufacture and the publi- 
that, he had been brand and ad-/cation of “Vogue Pattern Book,” 
vertising supervisor for Toni Co. | issued six times a year. The opera- 


On April 1 Conde Nast trans- 


tions had been losing money at 
Conde Nast for several years, and 


block for some time. Mr. Patce- 
vitch said the magazine industry’s 
|over-all dip in the first half “cor- 
|respondingly affected the volume 
of our printing and engraving in 
‘our manufacturing divisions. 


Alvin Austin, director of the 


Father’s Day Council, reports that 


s “Although the country is appar- 


retail sales for 1961 Father’s Day ently pulling out of the business 
reached a record $949,000,000, a recession,” he added, “it is not as 


3.16% increase over 1960. 


yet reflected in increasing adver- 


tising schedules, particularly in the 
fields served by the company’s 
magazines. Conde Nast circula- 
tions, however, are holding up ex- 
tremely well, and should benefit 
rapidly from any upturn.” + 


‘Production’ to Launch 
International Edition 

Bramson Publishing Co., Birm- 
ingham, Mich., will begin publi- 
cation of an international edition 
of Production in December. The 
new edition will be circulated in 
Great Britain, West Germany, 
France, Italy, Denmark, Sweden, 
Norway, Finland, Austria, Swit- 
zerland, Australia, Japan and the 
Benelux countries. 


PSI, LEN Split 

PSI Industries, Los Angeles, 
which was hailed as a potential 
$1,200,000 account last spring, has 
split with its agency, Lennen & 
Newell. The company, through 
complicated arrangements between 
supermarkets and food suppliers, 
was supposed to handle a $1,000,- 
000-plus budget in newspapers, ra- 
dio and tv. 


Dahlgren to ‘Traffic World’ 

Douglas E. Dahlgren, formerly 
central sales manager of Minneap- 
olis & St. Louis Railway Co. divi- 
sion of Chicago & North Western 
Railway, has been appointed mid- 
western advertising representative 
of Traffic World, Washington. Mr. 
Dahlgren will headquarter in Chi- 
cago. 
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15,500,000 


GUARANTEED 
CIRCULATION 


A Readers Digest report to advertisers 


Starting with the January, 1962, issue, 
Reader’s Digest guarantees an average 
paid circulation of 13,300,000 in the 
U.S. alone. 


The number is so big that putting it 
into the same frame of reference with 
other advertising media is a problem. 
Perhaps this helps: 


13,300,000 is twice the U.S. circula- 
tion of Life, Look or the Post. Few net- 
work TV shows are seen in as many as 
13,300,000 homes. 13,300,000 is one 
U.S. home out of four. 


But circulation quality, we believe, 
is even more important than quantity. 


How it grew 
You know a lot about the quality of an adver- 
tising medium’s circulation if you know how it 
was acquired. 

The Digest’s circulation-promotion policy has 
not changed since the magazine was founded 
nearly 40 years ago. Here is our proposition to 
prospective subscribers: Try Reader's Digest 
... if you like it, buy it. We extend the offer 
chiefly through the pages of the Digest itself 
and by direct-mail and local-media advertising. 

10,000,000, or 75 per cent, of our new guaran- 
teed total were solicited and became sub- 
scribers entirely by mail. Nearly two million 
more, each issue, choose the Digest at their 
newsstand or supermarket —more than buy any 
other general magazine (except TV Guide) at 
any price. 

These are voluntary buyers. Voluntary circu- 
lation, we find, is highly loyal and responsive. 


What “‘who they are”’ means to advertisers 


Digest buyers are readers. And readers are not 
“just people.” Being readers, they are better 
educated, more influential, have more money 


to spend than the average. Evidence: Politz 
shows that 45.3 per cent of the U.S. adults who 
went to college read an average issue of the 
Digest. So do members of 59 per cent of house- 
holds with incomes over $10,000. 


“Fulfilling” for another magazine 
The owners of Coronet recently decided to stop 
publication with their October issue. They 
asked whether the Digest would provide con- 
tinuing magazine service to prepaid Coronet 
subscribers who were not already Digest sub- 
scribers. We agreed. 

Our first move will be to offer a choice to the 
unduplicated Coronet subscribers. Our offer: 
The Digest or your money back. 

Perhaps as many as one million Coronet 
names will be added to our lists beginning in 
January. Most of these subscriptions will expire 
in 1962. 

Only 300,000 from the Coronet source are 
included in the Digest’s new 13,300,000 guar- 
antee for 1962. Any beyond 300,000 will be an 
extra bonus for our advertisers. 


1961, three had circulations over 13,000,000, 
beating the existing guarantees by more than 
650,000. 

Circulation in 1962 will continue well ahead 
of guarantee. Some of these issues will undoubt- 
edly exceed 14,000,000. 


New advertising rates 
New rate cards for 1962 issues are now avail- 
able. A four-color page will cost $47,500 before 
discounts. Cost-per-1000 for a four-color page 
will be $3.57, so that Digest four-color rates 
will, as usual, be based at about half the level 
of other general magazines. 

Another policy which we (alone among major 
magazines) will continue is that page advertise- 
ments will always be faced by full pages of 
editorial material. 

If you want national coverage with a guar- 
anteed circulation of only 6,650,000, beginning 
with our January, 1962, issue, you may schedule 
your advertising for half of the total Reader's 
Digest circulation. Cost, four colors: $28,500. 


The company you keep 


Speaking of bonuses... 
Look at the chart below, please. 
See the growth in guarantees 
and the “more-than-advertisers- 
pay-for” bonus every year for 
many years. Not shown in the 
chart: Of the first six issues in 


By the reliability of editorial 
content, the Digest has earned 
a position of unique trust and 
confidence with its readers. Act 
now, to build sales by commu- 
nicating with the bigger, better 
market that the Digest offers. 
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It's More Vital for Adman to Know 
Ads Than Client's Business: Bernbach < rmom scan shoes. “there is 


(Continued from Page 3) 
their waking hours learning the 
business of provoking and per- 
suading people. And, believe me, 
this is a business all its own. It re- 
quires the same devotion, the same 
concentration, the same ardor as 
the advertiser’s business demands 
of him if he is to succeed. 

“It must be a great comfort for 
a business man interviewing an 
agency to hear his business dis- 
cussed in knowledgeable terms and 
in the vernacular of his trade,” he 
said. “But such comfort can be a 
delusion. It can blind him to the 
basic questions he should ask him- 
self about the agency: How irre- 
sistably do they present my prod- 
uct to the public? 


s “Do they know how to make 
people stop at my ad? Can they 
make an ad compete with the vio- 
lence and shocking news events in 
the pages of the magazines and 
newspapers? Have they exhibited 
a talent with words and pictures to 
make people want to own my prod- 
uct? And can they do all this with 
such consummate taste as to make 
people like my company? 

“This is the fundamental func- 
tion of an agency: To say things so 
freshly, so imaginatively that the 
reader must stop and look—to har- 
ness that freshness and imagina- 
tion so that every thought, every 
idea, every word it puts down, ev- 
ery line it draws, every light and 
shadow in every photograph it 
takes makes more vivid, more be- 
lievable, more persuasive the orig- | 
inal theme or product advantage it 
has decided it must convey. 

“The most practical step a busi- | 
ness man can take is toward an 
advertising agency with this talent; | 
for after all the research is done, | 
after all the marketing plans are | 
made, they are still dead things | 
until a sensitive creative talent | 
breathes life into them. What is the | 
use of saying all the right things | 
if no one will listen. The most) 
criminal waste of a client's money 
is that spent in advertising that 
never gets looked at,” Mr. Bern-| 
bach said. 


s After his introductory remarks, | 
Mr. Bernbach showed slides of a 
number of ads created by his agen- 
cy and gave some background on 
each of the ads. Following are 
some of the ads he exhibited and 
his comments: 


e Ohrbach’s, a high fashion New 
York clothing store. (One of the 
ads, now famous, features a cat 
wearing a fashionable hat and 
smoking a cigaret, with the head- 


line, “I found out about Joan.”) | 


“The job of the agency is to get 


|the selling point across quickly,” 


Mr. Bernbach said. He maintained 
that Ohrbach’s spends one-thirtieth 
as much on advertising as Macy’s 
but gets better readership on its 
ads. “It’s not how often ads run; 
it’s how much excitement they 
create,” he said. He pointed out 
that Ohrbach’s ads never carry a 
price or feature a specific product 
—an unusual situation for a retail 
store. 


@ Cole of California. (The ad fea- 
tured an elegantly clad woman 
riding in a horse-drawn surrey on 
a New York beach.) Mr. Bern- 
bach related that while the ad 
was being filmed, the horses had 
several “accidents.” The agency 
paid to have the beach cleaned up 
and billed Cole for the work. “Lat- 
er, I received a letter from the 
president of Cole, which said, in 
effect, ‘I’ve had a take lot of man- 


jure from agencies through the 


years but this is the first time I’ve 


|had to pay 15% for it’,” Mr. Bern- 


bach said. 


e Levy’s rye bread. “When we 
took this account, the company 
was nearly bankrupt,” Mr. Bern- 
bach said. “Now Levy’s is the big- 
gest selling Jewish rye bread in 
the New York area.” 


e El Al Airlines. “Look for ways 
to make the selling proposition | 
catch on,” Mr. Bernbach said. “It’s 


St. George 

LoBBYISTS—Short breaks before sessions provide time for lobby chatter at the fourth an- 
nual Summer Workshop on Creativity in Advertising. Discussion groups include Sam 
S. Cohen and Charles D. Peebler Jr., Bozell & Jacobs, Omaha; John E. Fisher, W. D. 
Lyon Co., Cedar Rapids, Ia.; Arturo M. Illveca, Distribuidere Comercial, Panama; Dor- 


Maloney 


the idea that counts. The success 
|we had with El Al helped us to 
|land a much larger U. S. airline 


no such thing as institutional ad- 
vertising as far as I’m concerned,” 
Mr. Bernbach said. “An ad should 
sell both the product and the com- 
pany.” 


e Dreyfus Fund Inc. “For this 
client, we adopted the lion as a 
symbol, which we felt denoted 
strength. Since we have handled 
the account, the fund has risen 
from $1,000,000 to $200,000,000,” 
Mr. Bernbach said. 


e Wedgwood dishes. “Research 
told us that Wedgwood was a pop- 
ular name among dish makers, but 
consumers thought Wedgwood had 
only one design—the familiar blue 
one. We created ads which fea- 
tured numerous designs by Wedg- 
wood.” 


e Utica Club beer. “We based our 
initial campaign for this client on 
a statement made by the president 
of the brewery. Discouraged, be- 
cause sales had been declining de- 
spite the excellent ingredients used 
in the beer, he said: ‘I sometimes 
wonder if it pays to make beer this 
way.’ This headline worked wond- 
ers for the brewer.” 


s A panel of four agency creative 
chiefs, headed by Norman D. Cary, 
creative head of Monroe F. Dreh- 
er Inc., New York, presented out- 
standing regional ads from the 
West, Midwest, East and South 
| The panelists showed more than 
|35 top ads from their respective 


SMILE TIME—The 
fourth annual 
Summer Work- 
shop on Creativ- 
ity in Advertis- 
ing, sponsored by 
Advertising Age, 
attracted people 
from many dis- 
tant points, but 
many Chicagoans 
also attended, in- 
cluding this hap- 
py pair, Dorothea 
McFadden, Path 
Associates, and 
Ed Jirasek, 
Stowell Studios. 


Vinyard Rubin 


areas. 


es Other members of the panel 
were Jack de Celle, copy chief of 
Richard Meltzer Advertising, San 


copy chief of Batten, Barton, Dur- 
stine & Osborn, Chicago; and 
James M. Henderson, president of 
Henderson Advertising Agency, 
Greenville, S. C. 


= One session, “How advertise- 
ments can be improved,” was con- 
ducted by John W. Amon, vp and 
director of art, Needham, Louis & 
Brorby, Chicago. Visual sugges- 
tions on how ads could be im- 
proved or presented differently 
were made by a roster of leading 


for an original Sunkist lemon ad, 


art directors and designers. 

They were: Stephen Baker, vp 
and art director, Cunningham & 
Walsh, New York; Lester Beall, 
advertising designer and consult- 
ant, Brookfield Center, Conn.; Sur- 
en Ermoyan, supervisor of graphic 
design, Batten, Barton, Durstine 
& Osborn, New York; James N. 
Hastings, vp and associate creative 
director, Campbell-Ewald Co., De- 
troit; N. Leo King, senior vp and 


|& Co., Chicago; Herbert Matter, 
designer/photographer, Studio As- 
sociates Inc., New York; and Rob- 
ert Pliskin, vp in charge of art, 
Benton & Bowles, New York. 


s Robert F. DeLay, president of 
the Direct Mail Advertising Assn., 
New York, described new tech- 
niques in direct mail, a medium he 
|said accounts for $2 billion of the 
|$11 billion U.S. advertising total. 
| He spoke of the tendency to down- 
grade or deprecate direct mail, but 
|pointed out that this is changing 
—and that some agencies have as 

much as $10,000,000 in direct mail 
| billing. 


Jenkins 


Francisco; Gordon White, vp and | 


creative director, Edward H. Weiss | 
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Kirshbaum Silha 


ian St. George, Carling Brewing, Cleveland; James Maloney, Monroe Calculating Co., 
Orange, N. J.; Richard Vinyard, Ralston Purina Co., St. Louis; Marve Rubin, Beltone 
Hearing Aid Co., Chicago; Joe Jenkins, Pacific National Advertising, Lewiston, Ida.; 
and Charlotte Kirshbaum and E. D. Silha, Olian & Bronner, Chicago. 


age family receives only one direct 
|mail piece a day; and advanced 
|the view that recipients of direct 
'mail are better protected than 
readers and viewers of other me- 
dia.” 

He cited some case histories—the 
IBM Gold Mail Box award winner; 
and a Minneapolis-Honeywell di- 
rect mail campaign which got 
salesmen in to see 97% of recipi- 
ents and, among these, resulted in 
$2,000,000 in orders. 

He also produced some survey 
findings on where direct mail cam- 
paigns are produced—81% origi- 
nate internally within advertiser 
organizations; 31% are done by 
agencies; 13% are by special direct 
mail agencies (totals add to more 


HOW TO IMPROVE ADS—The right hand ad is a suggested improvement 


which appears on the left. A panel 


of leading art directors and designers, headed by John W. Amon, vp 
and director of art, Needham, Louis & Brorby, conducted a session 
on how ads can be improved at the annual summer workshop. 


| than 100% because of multiple an- 
| Swers). He noted that 36% of di- 
| rect mail tends to be produced on a 
|fee basis. + 


General-Gilbert Sues 
| Victor Adding Machine 
General-Gilbert Corp., Winstead 
Conn., has filed a suit for alleged 
unfair trade practices against Vic- 
|tor Adding Machine Co., Chicago. 
|The suit alleges that Victor re- 
quired dealers to enter into agree- 
ment to make their purchases and 
sales exclusively with Victor. The 
suit also claims that Victor made 
independent dealers return Gen- 
eral-Gilbert machines already pur- 
chased. Actual damages plus triple 
penalties were estimated by Gen- 
eral-Gilbert between $4,500,000 
and $6,000,000. 


Dubois, not Zubrow, Placed 
1951 Fels ‘Cosmopolitan’ Ad 

In a story on Fels & Co., Phila- 
|delphia (AA, Aug. 7), Zubrow As- 
| sociates, Philadelphia, was erro- 
|}neously identified as the agency 
|that placed an ad for Fels in the 
| August, 1951, issue of Cosmopoli- 


He said direct mail tends to out-|tan. The agency of record at that 


pull other media in recognition|time was H. H. Dubois, Philadel- 
‘and recall; asserted that the aver- | phia. 
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j * 
put ‘emin the gun, 
ON TARGET—Bearden’s Jet Cannon fires a circular at a doorstep 100 feet away. Driver 


inserts the circulars in the ejection tube. When he’s abreast of the target, the home 
of the next potential customer, he touches the quick-release valve. The tank and gun 


Jet Age Spawns 
Gun-Delivery of 
Ad Circulars 


Houston, Aug. 9—In the com- 
petitive warfare for new busi- 
ness, the Bearden Co. here is trot- 
ting out its heavy artillery—a gun 
mounted in an automobile that 
fires circulars and other advertis- 
ing ammunition. 

The gun can fire circulars up to 
100’, right onto the doorstep of a 
prospective customer, reports Ira 
V. Bearden, inventor and user. 
His Jet Cannon utilizes compressed 
carbon dioxide in a tank-and-gun 
arrangement which may be in- 
stalled in—or removed from—the 
front seat of any automobile in 
two or three minutes. 

By adjusting the amount of air 
released through the valves, the 
driver sets the distance he can fire 
the circulars. A tankful of carbon 
dioxide lasts for up to 5,000 cir- 
culars, Mr. Bearden reports. 

“Circulars can be distributed in 
about one-sixth the time used in 
hand distribution,” Mr. Bearden 
reports. “One man feeds rolled-up 
circulars into the ejection tube. 
The other man drives the car and 


PALMOLIVE BUILDING 


Chicago's Prestige Location 


Choice 
Air-Conditioned 
Tower Office Space 
Available 


call John T. Leaheey 
WHitehall 3-3900 


under direction of 
Lake Shore Management Co. 


PALMOLIVE BUILDING 


ei 


operates the quick-release valves. 
With dual tubes, circulars may be 
delivered on both sides of the 
street at once.” 


@ When he was in the retail furni- 
ture business, Mr. Bearden sought 
to reach about 5,000 home owners 
in his trade area. Usual forms of 
mass advertising didn’t fit his 
needs. He adapted the principle of 
a school boy blowing the wrapper 
off a straw to a machine that 
would fire circulars into the front 
yards and onto the doorsteps of the 
homes he wanted to reach. 

Inventor Bearden foresees a day 
when every door can be bombard- 
ed with advertising releases, a 
powerful weapon in the war for 
new business. 

Bearden’s Jet Cannon sells for 
$995 and is portable. The compa- 
ny’s address is P. O. Box 10,601, 
Houston 18. G. K. Martin is sales 
promotion manager. + 


Riley to ‘Modern Materials’; 
Sherry Joins ‘Metalworking’ 

Russell F. Riley, formerly district 
manager in New York for Amer- 
ican Institute of Chemical Engi- 
neers’ Chemical Engineering Prog- 
ress, has been named a sales rep- 
resentative for Modern Materials 
Handling, a Cahners publication. 

Cahners has also named Kenneth 
J. Sherry, formerly with the mar- 
|keting division of The Saturday 
| Evening Post, as a sales represent- 
ative for Metalworking. He will 
cover Ohio, Pennsylvania and New 
York. 


| 


‘Glamour’ Names Taylor 
Arthur Taylor, previously with 


to handle sales development in the 
travel area for Glamour, New 
York. Mr. Taylor’s responsibilities 
will include some of those previ- 
ously handled by Peter Diamandis, 
former travel advertising manager 
of Glamour, who has been named 
vp of account development of Lam- 
pert Agency. 


EASTMAN KODAK BUYS 
COLOR TV 


Eastman Kodak certainly 


knows color. This Fall they 


will be sponsoring the new color TV show, Walt Dis- 
ney's ‘‘Wonderful World of Color," Sunday nights. The 
agency is J. Walter Thompson. Learn more about color 
TV now. W. E. Boss, Director, Color Television Coor- 
dination, RADIO CORPORATION OF AMERICA, 30 
Rockefeller Center, New York 20, N. Y., Tel: CO 5-5900 


Travel Weekly, has been appointed : 


press the triqger 


may be installed in two or three minutes. In a two-man operation, the man in back 
rolls circulars and inserts them in the tube, while the driver operates the valves, 
which can be set to fire any distance up to 100 feet. 


ANA-4A‘s Ad Improvement Unit Offers Aid 
to ABBB, AFA, AAW on Local Programs 


New York, Aug. 8—The Com- 
mittee for Improvement of Adver- 
tising Content, which previously 
has dealt only with national and 
regional agency-placed advertise- 
ments, has now made its facilities 
available on request on local prob- 
lems of objectionable advertising. 

The committee is jointly spon- 
sored by the Assn. of National Ad- 
vertisers and the American Assn. 
of Advertising Agencies. 

According to a joint announce- 
ment, the committee has transmit- 
ted its offer to the Assn. of Better 
Business Bureaus, the Advertising 
Federation of America, and the 
Advertising Assn. of the West. This 
was done because “local bureaus 
and advertising clubs are chiefly 
instrumental in setting up the lo- 
cal improvement programs.” 

The committee said it could help 
“only if the local advertisements 
are criticized on grounds of taste 
or opinion.” The ANA-Four A’s in- 
terchange of opinion on objection- 
able advertising “does not deal 
with the factual validity of claims 
and does not attempt to duplicate 
the work of government regulatory 


bodies or the better business bu- | 


reaus in this area.” 


= Help will be offered “only when 
requested,” and committee com- 
ments “must be sent direct to the 
local advertiser concerned (and 


the placing agency, if any)—they |awarded a plaque at the 75th an- 
cannot be given to other local peo-|niversary dinner of the Chicago 


ple.” 


In the interchange, criticisms go | “outstanding contribution” to the 
to the 20 members of the commit- industry over 
tee for their votes and comments. | years. + 


If a majority considers the adver- 
tising objectionable, the opinions 
are sent concurrently to the adver- 
tiser and the placing agency of rec- 
ord. If a majority also regards it 
as “seriously” harmful to adver- 
tising, the advertiser and agency 
are asked to take corrective action. 


John M. Rodger Sr., 
Retired McGraw-Hill 
Exec, Dies at 79 


HOLLAND, MicuH., Aug. 8—John 
M. Rodger Sr., former regional vp 
and midwest district manager of 
McGraw-Hill Publishing Co., died 
Aug. 6 in Hol- 
land Hospital, a 
day before his 
80th birthday. 


Mr. Rodger 
served Mc- 
Graw-Hill in 


advertising and 
executive posi- 
tions for 35 
years until his | 
retirement on 
Jan. 1, 1950. Im- 
mediately after 
he retired, he 
was named special assistant to the 
executive manager of the Chicago 
Railroad Fair of 1950. 

Last November, Mr. Rodger was 


John M. Rodger Sr. 


Business Publications Assn. for his 


the previous 25 


Rogers Names MacGuidwin 

M. Reid MacGuidwin, formerly 
district manager of Whiting Corp., 
has been named Detroit district 
manager of Design News, a Rogers 
publication. 


A SOUTHERN HABIT 
FOR 156 YEARS 


Read and Believed in by 7 
Generations. 


2,300,000 Circulation Audited 
and Verified by 


VAC: 


* Blankets the South from 
Virginia to Texas. 


* Reaches over a million 
RFD Boxholders. 


* Readership is intense and 
loyal. 


* Listed in SRDS, Consumer 
Magazine Section. 


Write, wire or phone for 
rates, closing date and 
detailed information. 


GRIER’S ALMANAC 


P. O.Box 1435 - Phone ME 4-7341 


Atlanta, Georgia 


eee eee EN RE ERT TT IS 


the fewest 


= A VITAL WEEKLY 


In air conditioning, heating and refrigeration, 
just as in advertising, the man interested in events 
and trends as they happen is the executive with 


hours to read. For 34 years, Air Con- 


ditioning, Heating & Refrigeration NEWS, the 
industry's only newspaper, has been meeting the 
needs of these executives in manufacturing, con- 
tracting, and all phases of distribution. First in 
paid circulation—first in readership—the NEWS 
should be first on your media schedule. 
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AIR CONDITIONING 
HEATING & REFRIGERATION 


450 WEST FORT STREET, DETROIT 26, MICHIGAN 
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Advertising Age, August 14, 1961 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Repr ive (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


AVERAGE PAID 


BELP WANTED 


COPYWRITER 
For sales promotion agency with national 
accounts. We want a heavyweight experi- 
enced in planning and writing for cata- 
logs, P-O-P, direct mail and newspaper 
retail ads. Home entertainment produce 
experience useful. 7-10 years writing 
experience needed. Good pay. Good op- 
portunity in sizable mid-western city. 
Sell us your business, personal and 
salary story. 
Box 5111, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
LEADING TRADE PUBLICATIONS 
NEEDS VERSATILE YOUNG MAN FOR 
NEW YORK OFFICE! 


Here’s an exciting challenge to a young 


man with an eye on a future in the pub-| 


lishing business. An opportunity to work | 


with top-caliber ad and editorial peo- 
ple in sales promotion, the development 
of marketing materials, and _ editorial 
presentations. If you're versatile, and pos- 
sess imagination you could be the man 
we're looking for. Prior publishing or 


agency experience is helpful. Write IM-| 


MEDIATELY for a New York interview 
to: 
Box 5095, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE PERSONNEL SERVICE 
publicity snide oiieaeenil editors 
adv. managers ........... -. Copywriters | 
artists ..... media ..... production ...... sales | f 


“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chge 3 
INDUSTRIAL COPYWRITER 
fer Advertising/P. BR. Agency 
Outstanding opportunity to work into 
copy/contact management of major in- 
dustrial accounts. Excellent writing abil- 
ity and understanding of machinery 
essential. The man we're looking for is 
in his late twenties or early thirties and 
has a sound background of industrial 


writing experience. Tell us about your- 
self, in writing, including salary require- | 


ments. 
FARSON, HUFF & NORTHLICH, INC. 
700 Terrace Hilton Bidg. 
Cincinnati 2, Ohie 


| organization 
| this a 


CIRCULATION FOR 6 MONTHS-ENDING DEC. 31, 1960 


HELP WANTED 
ASSISTANT ADVERTISING MANAG 
d 


an 
ASSISTANT PUBLIC RELATIONS 
MANAGER 


We are a well-known corporation, with 
executive offices in Chicago, operating 
from coast to coast, providing important 
products and services vital to the con- 
sumers’ goods field as well as to other 
diversified industries. 

Our Advertising and Public Relations 
Departments are expanding into areas of 
product promotion and marketing, strong- 
er liaison with our multi-plant and multi- 
product sales problems, and new activities 
in public relations. 

We are interested in young men, pref- 
erably under 35, who have had agency 
or industrial experience in advertising, 
product promotion or pubiic relations, | 


| 
| 
| 


men with creative minds and good writ-| 
ing abilities, men capable of developing | 
and selling ideas and programs both | 
within the company and to our cus- | 
tomers. 

In reply please give full details 
education, experience and salary 
All replies will be held confidential. Our 
and our agency Knows of 


of 


d. 
Box 5119, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCOUNT EXECUTIVES 
ind jobs quickly through Strictly Ad 
Personne! . and all they pay is $10. 
No employment fees. For details about 
this unique service, WRITE to: 
STRICTLY AD PERSONNEL 
60 East 42nd St. New York 17, N.Y. 
| Or phone for appointment: YU 6-6947 
Advertising Jr. Space Salesman. Space 
| sales with service & copy responsibility 
| for N.Y. trade magazine publisher. Some 
|basic sales and advtg exp necessary. 
| $80-90 start with excellent potential for 
advancement. 
Box 5113, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
| Gniform manufacturer seeks young man 
to make rough layouts, write copy for 
circulars, catalog and direct mail. Must 


range. | 


HELP WANTED POSITIONS WANTED 


50,026 


POSITIONS WANTED 


SALESMAN-SPACE OR GRAPHIC ARTS 
15 yrs. thoro exp. Top refs. East only. 36. 
Box 5121, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
CREATIVE KNOW-HOW 
“CAN DO” ATTITUDE 
Young mag. publisher, expd. all 


YOUNG PUBLISHER'S 
REPRESENTATIVE 
I am looking for a man under 28 to 
help me handle space orders for a num- 
ber of Medical & Laboratory Journals. 
This is a straight commission job that 
will pay $6000 to $7000 a year to start, 


h 


in field mdsg., 


ADVERTISING-MARKETING EXEC 


13 years in pkg. goods and other cons. 
prod. Able planner and doer; creative in 


ll phases of market programming; depth 
agency operations. 

Box 4592, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


plus expenses. The right man will make 
$17,000 within five years. The man I 
choose must have a background that 
will bear the closest scrutiny, as mine 
does. This job means a future of security 
& financial independence for the right 
man. Write fully and in confidence to: 
Box 5120, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING ASSISTANT 


print media, seeks agency challenge. 
Strong sales-copy-layout. Natural for 
media or copy-contact. Will relocate. 
Box 5122, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
PR Director: Seasoned, creative producer, 
age 37. Now pr manager for research 
division of major corporation, needs 
greater responsibility, scope; five-figure 
stipend now calls for $15M up. Wide 


acct. mgnt. 
with 2 major companies & top ad agen- 
cy. Needs greater challenge & 
bility, 
agency A.S. Salary 23M. Age 
relocate. 


ADVTG-MKTG EXECUTIVE 
mpressive record sales, marketing and 
in pkged. food & drug field 


responsi- 
Presently 
35. Will 


Box 5132, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


agency or company. 


Man, 25 to early 30's, with broad back- 


contacts in scientific and _ electronics 
ground in advertising. Advertising de- . 


trade press. 


REPRESENTATIVES WANTED 


partment of growing Texas oil company 
needs well-rounded advertising man who 
thinks in terms of marketing, has a feel 
for sales promotion, writes well, knows 
graphic arts, has a strong sense of design 


Box 5123, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
Want te hitch my 12 years of top-flight 
advertising, publicity, movie, and direct 
of 


Publishers space representatives 
representing other publications) 
for specialized magazine serving business 


TRADE PAPER REP 


cPS. 
WANTED FOR ILLINOIS-OHIO AREAS 
(already 


wanted 


and is capable of working with agency | ™4il writing experience with team management. Above average commission. 
| personnel Must be a self-generator who| Progressive agency or manufacturer.| submit complete resume. 
jean take responsibility. Excellent oppor- | Strong on capital goods ee .- Box 5133, ADVERTISING AGE 
tunity. Send resume and salary require- a oe egree in 200 E. Illinois St., Chicago 11, Illinois 
ments. . panes S ; : 

"Box 5116, ADVERTISING AGE Box 5124, ADVERTISING AGE REPRESENTATIVE WANTED: For Na- 
| 200 E. Illinois St Chicago 11, Illinois | 200 E. Illinois St., Chicago 11, Illinois tional business publication. Unlimited 
, é , Potential for aggressive salesmen. Please 


RADIO-TV WRITER: Top Radio produc- 


INUSU SPAC ; 
UNUSUAL SPACS SALES tion experience, promotion, Public Rela- 


Top ninnaeih auaiioe gantidiee nesés | tions, a ye, AGE 
|creative and ambitious advertising space | 200 ghee a Chicago 11, Tlinot 
salesman for New York office. Excellent - Hinols St., cago 22, Linois 


include full details on your organization 
and publications handled 


in first letter. 
Publisher in NY Aug. 16-25. 

Box 5134, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


opportunity, with growing organization, | Public Relations-Publicity Specialist with 


for the right man. Write for New York/| diverse consumer and industrial back- 
interview to; ground. Strong in ideas, contact, creative 
Box 5117, ADVERTISING AGE |and factual writing. Highly versatile. 


630 Third Ave., New York 17, New York | 
Copywriter (Female) N.Y.C. $15,000+ 4A) 
| Agency. Nat'l pkge goods. Print & broad- 


cast. Over 30 years. 
Box 5073, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
COPY WRITERS & ARTISTS 
find jobs quickly through Strictly Ad 
Personnel . and all they pay is $10. 
No employment fees. For details about 


Exp. gained with leading agencies, man- 
ufacturers. Fields include automotive, 
appliance, airline, power tools, to name 
a few. Family man, 31. 
Box 5126, ADVERTISING AGE 

200 E. [Illinois St., Chicago 11, Illinois 
ADVERTISING-MERCHANDISING MGR.) 
A real pro, known for results. Outstand- 
ing record Advertising-Sales Promotion 
Mer., Merchandising-Sales Training Mgr. 
three of nation’s sales leading manu- 


REPRESENTATIVES AVAILABLE 
PUBLISHER'S REPRESENTATIVE 
A developer & producer with an excellent 
record, seeking business or consumer publ. 
in the Chicago territory. Comm. basis. 
Box 5080, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MEDIA REPRESENTATIVE 
Established representative would like 
proven publication. Consumer and indus- 
trial experience. Travel all New England. 
Thorough knowledge agencies, advertis- 
ers and territory. Salary or commission. 

Box 5135, ADVERTISING AGE 


| be willing to re-locate in Central Indiana. 
Give full details concerning past experi- 
ences. State salary expected. 
Box 5114, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilionis 


EXECUTIVE & CLERICAL 


PUBLIC RELATIONS 
Man fresh out of college or with one to} 
two years experience to edit company | 
publications, assist in imaginative PR | 
Program of internationally-known mid- | 
western firm. Ability to write with flair 
EXPERIENCED & TRAINEE 
| Publishers Employment 
| 154 E. Erie St., SU 7-22565, 


a must. Write: 
Box 5118, ADVERTISING AGE 


200 E. Mlinois St., Chicago 11, Illinois Chicago 


TELEVISION ADVERTISING MANAGER 


Increased television sales promotion, 1961 budget—3 mil- 
lion, has created a high-level position for a manager with 
extensive knowledge of television advertising. Responsi- 
bilities include purchasing of spot and network time, con- 
tract negotiations, ratings analysis, commercial production 
and coordination with agency. Background should include 
extensive network station and/or agency experience plus 
Bachelor’s Degree. Only applicants with above background 
will be considered. Excellent growth potential with toy in- 
dustry’s leading manufacturer and advertiser. 
Send resume to Dick O’Brien 


MATTEL TOYS 


5150 Rosecrans, Hawthorne, California 


this unique service. WRITE to: 
STRICTLY AD PERSONNEL 
60 East 42nd St. New York 17, N.Y. 
Or phone for appointment: YU 6-6947 
EDITORIAL ASSISTANT 
Male college graduate or young man with 
slight editing or writing experience. Posi- 
tion open in advertising department of 
growing Texas oil company for young 
man who writes well and has a sincere 
interest in editing of internal and exter- 
nal publications. An interest in adver- 
tising and a willingness to develop in 
that direction also important. Good op- 
portunity. Please send resume and salary 
requirements. 
Box 5112, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, INlinois 


ADVERTISING 
position for woman 


Ideal (28-45) who 


facturers consumer, industrial, agricul- 
tural products. For details, P. O. Box 575, 
Atlanta 1, Ga. 

AD AGENCY-TV-RADIO DIR. OR A.E. 
Aggressive, employed, coll. grad, young 
family man, all working exp. in radio| 
TV & newspaper media. In exec pos. top 
TV-Radio stat. Desires TV-Radio Dir. Pos. 


630 Third Ave., New York 17, New York 
PUBLISHER'S REPRESENTATIVE 
Aggressive, capable of creative selling, 
with a proven record seeking publication 

for Penna. and Jersey areas. 
Box 4157, Philadelphia 44, Pa. 


BUSINESS OPPORTUNITIES 


or A.E. with growing agency. Excel. Refs. 
Box 5127, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois 


TRAVEL, AIRLINE, FOOD COPY PRO | 
1l years on wide range of major accounts | 
Big & small agency background. Copy | 
chief 8 years. Just reaching my peak at} 
35. If you're big enough not to be afraid 
of your job, I could be your man. Now 
employed 

Box 5128, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


would like to leave 
agency work. You'll join 
Chicago area publisher and have re- 


the pressure of 


established | 


ACCOUNT EXECUTIVE 


MAILING COSTS REDUCED thru our 
proven and successful service of co- 
ordinating national advertisers of prestige 
stature for cooperative mailings. We are 
not a mailing service—just coordinators. 
Call LA 4-9116. “ad-mail” PUBLISHERS- 
225 W. 34 St., N.Y. 1 


For Buying and Selling 
PUBLISHING PROPERTIES 
contact 
W. B. GRIMES & CO. 
—Media Brokers— 

2000 Florida Avenue, N.W. 


| 


| With strong creative background in Art| Washington 9, D.C. 


| sponsibility of screening ad copy before | directing and program planning Eight | 


|it appears in our publications. Much | years of Agency experience on consumer | 
| agency and media contact, plus a mirade| and industrial accounts Young and 
of detail and working with statistics.| capable of solving client problems. 


Box 5129, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
YOUNG MAN GOES WEST! 
to L.A. area Sept. 1, art dir., studio rep. 
with experience on top nat'l. accounts. 
Box 5130, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING, Printing Production Mgr. 
8 yrs. experience in all phases of v. 


Must have working knowledge of both | 
print media and broadcast ratings as to| 
terminology and data sources. Prefer per- | 
son with 5-10 years experience in adver- 
tising and who has had a position such as 
media buyer or has had extensive work | 
in media research. Salary open. Extensive | 
benefits including profit sharing. | 
Box 5115, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 


| 


= = : Prod. with National Magazines. Married 
ti aa SUPERVISOR | Printing Mgm’t College Maj. Resume. 
‘or TOGETHER, pace setting 900,000-| Box 27 Q 232, ADVERTISING AGE 
| circulation Methodist family magazine 4041 Marlton Ave., Los Angeles 8, Calif. 
| M or woman must have job-tested | = = 7 


ELECTRONIC ADVERTISING ~ 
SPECIALIST 
| In “Electronic’’ Industry from time they 
called it ‘“‘Radio’’. Controlled and pro- 
moted sales running to 7 figures; now 


| knewledge of letterpress 2-color and off- 
| set 4-color. College grad preferred. Of- 
fice now Near North, moves to new, air- 
| conditioned building in suburban Park 
Ridge early 1962. Phone or rush resume 


relocating Calif. Well known in Industry 
PROVEN SPECIALIST in_ sales, mer- 


to: 


Anthony J. Tolbert, TOGETHER | 


RESEARCH IN MARKETING 


A major consumer durable product manufacturer is seeking two 
top-level men to support an expanded program of research in mar- 
keting. The program to date includes continuing studies on: 


e Future Product Acceptance 

e Buyer Motivation 

e Price Elasticity 

e Advertising Effectiveness 

e Dealer and Distributor Efforts 
e Service Needs and Sources 

e Long Term Marketing Trends 


The principal qualification for the positions is a scholarly and ob- 
jective interest in generating facts relevant to management decisions. 
Formal training in business administration, statistics, operations re- 
search, or psychology, plus ten or more years of direct experience 
in designing and executing research studies or equivalent experience 
are the minimum requirements. The primary attraction to the posi- 
tions would be the opportunity to conduct significant research. The 
salary level and working conditions are better than the market. 


Send resume of education, experience, and interest. State salary re- 
quirements. All replies will be held in strict confidence. 


Box 850, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


740 Rush St., Chicago 11 MI 2-6491 | Chandising, promotion with ELECTRONIC 
— | MFR 


Seasoned in ADVERTISING & 


DEcatur 2-2311 


FOR SALE 
$250,000 worth of newspaper space, radio, 
and TV time in major markets for only 
$15,000! Prefer new product or one that 
needs revitalization. 
Box 5136, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


MISCELLANEOUS 


Press time open on annual basis to print 
monthly periodical to 100M or 200M cop- 
ies. Web letterpress. 16 to 64 pages, type 
size 9%” by 13”. Spot color one side. Can 
handle compositions and stereo. Plant in 
Poughkeepsie, N.Y 

A. J. Hall, Box 514. Ithaca, N.Y. 


IDEAL EXEC OFFICE 
With space for crew. Full first floor of 
brownstone. Will divide. 22 East Huron, 
Chicago Mo-4-0200. 
OLD PRO FREE LANCE WRITER 
30 yrs. exp. Four-A Agencies and Mfgr. 
Ads, Letters Fidrs. Power-proved ideas. 
You give facts . . I give satisfaction. 
Box 5137, ADVERTISING AGE 


POSITIONS WANTED 
ADVERTISING & SALES PROM. MGR. 


; 


exp 
SPACE SALES—Electronic pub 
Chi. & mid-west territory 10,000 
MANY MORE—MAIL RESUME 


GLADER CORPORATION 


110 8S. Dearborn St.. CHICAGO, Ml. 
Phone: CEntral 6-5353 


Direct mail, direct sales, mail order| ACCOUNT EXEC.-AD MGR.-CHICAGO 
copy specialist. Award winner-result pro-| Young (31), responsible A.E. 7 years 
ducer. 9151 Angell, Downey, Calif. experience (Consumer-food, Agriculture COPYWRITING STUDIO 
-| & Industrial) with top Chicago agency Confidential Work 
| Versed in all media, merch., promotions, onfidentia 0 
research & copy. Resume sent on request Add 26 to 
Our 50th Yoar Box 5131, ADVERTISING AGE Sie alton? cat 
SLIDE FILM ILLUSTRATO 200 E. Illinois St., Chicago 11, Illinois your poyroll—get a 
mid-west studio $12,000 INCREASE YOUR COMMUNICATIONS top creative team for o 
coPYwitirEn “tech "paint, varniet ese { without adding to overhead. Use a} pre-egreed per-jeb fee. 


S. 
MARKETING. Age 630 Third Ave., New York 17, New York 


| 3580 Multiview Drive, 


37. Please Write 
Hollywood, Calif. 


Persuasive Communication 
any kind — any medium 


MU 3-1455 


0 madisan/ny 16 


highly qualified free lance PR writer 
for effective news  rebeg: feature | Pai 
| articles, internal and ext 1 ‘literature. | 
| Phone Fleetwood 4-4305, LaGpange, Illi- 
| nois. 

] 
| WRITE FOR NEW LOW COST 

PRINTING PRICE LIST 


Save approximately 10% on top 
quality advertising and sales promo- 
tion literature, catalogs, circulars, 
direct mail prices, etc. 


T & G Printing, Wethersfield, Conn. 


WANTED 
(1) Space Salesman 
(1) Research Director 


THE AMERICAN CITY magazine 
needs advertising salesman _ for 
Cleveland, Ohio office. Traveling 
every other week mandatory. Re- 
search Director to be located in New 
York office. Send your resume to 
Edgar M. Buttenheim, Publisher. 


BUTTENHEIM PUBLISHING CORP. 


470 Park Avenue South 
New York 16, N.Y. 


SKIN DIVING PICTURES 


Authentic underwater pictures with 

diving gear used correctly. Unusual 

color or black & white photos as 

only experts can provide. 

SKIN DIVER PUBLICATIONS, INC. 
P. 0. Box 111 Lynwood, Calif. 
Publishers of SKIN DIVER MAGAZINE 

and DIVING NEWS 
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Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
187 HORTH LASALLE STREET. CHICAGO 1. LLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


PROOFREADING, Inc. 


@ Now offers you an AAA-1 proofreading 
service at a reasonable fee. Fast, de- 


ng 
We'll appreciate your reply to 


Box 860, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADV. MGR. 


H. 0. JONES 


Wabash 202 S. State 
WAbash 3028 Chicago 4, Ill. 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 


- By appointment on! 
SITATIG ME 67 E MADISON SUITE 1418 
ie CHICAGO 2, III. 
ule CEntral 6-5670 


CAN YOU WRITE 
ABOUT BUSINESS? 


National retail business paper 
wishes regular part time corres- 

ndent in all areas. If you know 

usiness writing and are on top 
of your local retail business pic- 
ture, you'll be right for this job. 
We’ll help with story leads. 
Knowledge of photography use- 
ful. We want you in action by 
September first at latest. For fur- 
ther details, write: 


Box 827, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


Tired of 
the Rat Race? 


UNUSUAL 
OPPORTUNITY FOR 
ACCOUNT EXECUTIVE 
IN DENVER we are aione- 


established, fully staffed advertising 
agency serving some of the best 
advertising accounts in the Rocky 
Mountain region. We are seeking a 
top-flight account man with at least 
5 years experience in handling both 
industrial and consumer accounts. 
He should have a marketing as well 
as advertising agency background 
with a proven record of successful 
history in account servicing in all 
its aspects. He must be able when 
necessary to roll up his sleeves and 
write sound, selling copy for busi- 
ness papers, direct mail, collateral 
material and other media. The man 
selected will be backed by a depart- 
mentalized agency including copy, 
research, media and production de- 
partments. This is an unusually good 
opportunity for a young man on his 
way up to further his career and 
enjoy Colorado living. Please submit 
a complete written resume and a 
few selected samples of work. Inter- 
views with prospects will be ar- 
ranged in Chicago or in Denver. All 
replies will be kept confidential. 


Box 852, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WILL BUY 
OR MERGE 


SMALL NEW YORK 
AGENCY 


Our growing activity in the New York 
area indicates we might benefit by a 
New York office. Believe buying or 
merging with a smaller agency prefer- 
able to opening branch. Agency right 
for us probably $1 to 2 million volume 
—strong in food or industrial or both. 
Our primary interest is in character 
and ability of principals and their as- 
sociates who would join us. If you 
have a healthy small agency but find 
it difficult to offer fully departmental- 
ized agency services te growing clients 
or larger prospects, maybe you need 
us and we need you. Write in complete 
confidence to Robert E. Daiger, 
President, VanSant Dug- 
dale, 15 E. Fayette St., 
Baltimore 2, Md. We will not 
consider merger with larger agency. 


COPY WRITER 


Experienced in Retail Ad writing 
preferably in tires, batteries and ac- 
cessories field. Excellent opportun- 
ity for managerial development and 
advancement to copy chief in near 
future. Some layout experience help- 
ful but not necessary. Akron, Ohio 
location. Submit brief resumé of 
background and experience to: Em- 
oy — The B. F. Goodrich 
o., 500 S. n St., Akron 18, O. 


ART DIRECTOR 


for a leading Southern agency 
with a large and varied account 
list and offices in Tennessee and 
North Carolina. Art direction ex- 
perience desirable but not manda- 
tory. Must be able to produce 
visuals, layout, finished work and 
have ability to supervise other art- 
ists. Pleasant working conditions 
in a medium sized city with many 
recreational and cultural advan- 
tages. A splendid opportunity for 
a talented man who wants to 
grow with a fast-growing, soundly 
financed team. Bonus, insurance 
and retirement program benefits. 
Send complete resume of training 
and experience together with sam- 
ples, recent picture and salary re- 
quirements. 


Box 855, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hl. 


PUBLISHING EXECUTIVE 


Seeks new business paper challenge, 
better industrial magazine future. 
Just finished second straight year in 
rofits and record-break adver- 

ing dollar volume. 
Experienced trouble shooter. Has 
helped to build or rebuild problem 
magazines. 
Thoroughly knows editorial, sales, 
and circulation . . . solid experience 
in industry, advertising, media, mar- 
keting and public relations. 
Knows how to cope with association 
ills and competition. 
Won spurs and national recognition 
with two ABP potas firms. Pre- 
fers Mid-west but not anchored. 

Box 856, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, tI. 


SOUTHEAST COVERAGE 
PUBLICATION & RADIO 


After three years of developing im- 
portant contacts in Florida and 
Georgia for both publication and 
radio, I am establishing my own rep 
organization and seek clients who 
are interested in taking advantage 
of long and successful advertisin 
sales background. I am 46 years old, 
healthy, stable and able, and will 
represent your property with com- 
plete integrity. I have two good 
men who are going into the business 
with me, so you'll get real top-notch 
coverage. For complete details send 
information and copy of recent pub- 
lication to: 


Box 849, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


Top 
All-Around 
Man for 
4-A Agency 


The man we are looking for is 
probably now employed. He 
must have experience, ideas, 
judgement; this noted, small 
New York agency is able to 
offer the right man unusual op- 
portunities — not only salary- 
wise. Sorry, we cannot consider 
replies without complete infor- 
mation. It will be held strictly 
confidential. 


Box 859, ADVERTISING AGE 
630 Third Ave., New York 17, WN. Y. 


JUST 


the few minutes it takes to look 
over some of the positions we have 
at this time could very important 
to you. If you're good, and if you're 
interested in anything you see, we 
want to see you. 


GRAPHIC ARTISTS 


Rendering artist (Tex.)......... $11,000 
Top Design-iiiustrator (Pa.)...... EN 
Working Art Director (Wis.)..... 9,000 
Layout/Design (agency)......... 500 
Editorial Layout Artist.......... 8,500 
Layout Artist (Agency Wis.)...... 7,500 
Keyline Paste-up (3)............ 7,200 
ayout/Paste-up (Baltimore)...... OPEN 
Package Designer (Ohio)......... 7,000 
Layout Artist (consumer)........ 6,600 
Keyline Paste-up............... 6,000 
Many apprentice positions....... OPEN 
COPYWRITERS 

Agency (industrial accts.)....... $10,000 
Food, Pkg. goods (Agency Vir.).... 9,000 
Trade Mag. (Agency Wis.)........ 8,000 
Agency (Consumer accts.)....... 8,000 


Copy and sales planner......... 6,500 
Young retail copywriter......... 
Fashion Catalog................ 
AND AT RANDOM... 

A E./Food Acct. (Midwest)....... 20,000 
Ad Manager (Cosmetics South)... 11,000 
Yng. Exp. T&S Buyer (Male) 000 


4 3. SAA OPEN 
Time & Space Buyer............ 6,500 
Sec. to Media Dir.............. 5,100 
oe. 2 ee eee 4,900 
4 General Clerk Typists (Agency)... 4.800 


BETH TURNBULL/GRAPHIC ARTS 
COUNSELLOR 

M. L. BARNARD/ADVERTISING 
COUNSELLOR 


BARNARD PERSONNEL 


220 S$. State St./Chicago 4/WA 2-2306 


Agriculture 
ony-Contac 


an Wanted 
By Solid, 

ast-Moving 
Ad Agency 


Box 853, ADVERTISING AGE 
630 Third Ave., New York 17, N.Y. 


If you are an experienced drug writer 
with a folderful of great ideas that 
never got bought, we'd like to see you. 
(And them.) 


We'd like to see your proofs too, of 
course. But what got into print is not 
the most important thing. We want a 
writer who knows there’s a better way 
to do drug advertising and who feels 
that he (or she) can do it. If you be- 
lieve the accepted way is the only way, 
you'd be wasting your time, our time 
and the client’s time to answer this ad. 
We are a 4a agency, among the first 10 
in billing based in New York. 


Box 854, ADVERTISING AGE, 
630 Third Ave., New York 17, N. Y. 


WANTED —2 Finat restinG PLACE 
TO HANG MY HAT! 


WORN MANY HATS ADVERTISING 
MNGR., SALES PROMOTION ASST, MEDIA 
SPECIALIST, PRODUCTION MAN, COPY- 
CONTACT, A.E,5 YEARS EXPERIENCE. NO 
MORE MOVES PLEASE. TWO RETRENCH 
MENTS, ACCOUNT MOVED. ENOUGH IS 
ENOUGH. | WANT A FINAL RESTING PLACE 
FOR MY HAT. CAN YOU HELP? ONLY 29, 
MARRIED. 
Box 658, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, III. 


DON HARRIS NEEDS: 


CREATIVE SUPERVISOR, AGRICUL- 
TURAL. Major agency. Wide product ex- 
rience, highly creative : $14-$18M 
ARKETING /MARKET RESEARCH 
Company. At first special assignments de- 
veloping new research applications, then 
top executive contact on marketing and/ 
or research . : ‘ to $15M 
COPY-CONTACT, AGRICULTURAL. 70% 
copy, 30% contact. Over 25-million ont 
COPY-CONTACT, INDUSTRIAL. ‘‘Name”’ 
RE rr Tore -....$10M 
DON HARRIS, Director 
LOU PAETH, Associate Director 
Advertising and Marketing Division 


MONARCH PERSONNE 


t 
28 E. Jackson, Chicago. WA 2-9400 


TOP LEVEL ADVERTISING 
MARKETING EXECUTIVE 


Unusually successful VP, Account 
Supervisor and Marketing Director 
of major agency seeks room to grow. 
Former Ad Director with multi- 
million dollar er ae Comprehen- 
sive knowledge of all phases of 
advertising and marketing. Age 30's. 
Will relocate for right opportunity 
with advertiser or agency. Write: 


Box 846, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hl. 


ADVERTISING AND PUBLIC 
RELATIONS EXECUTIVE 


America’s fastest growing Packaging 
manufacturer has management open- 
ing for experienced Advertising and 
Public Relations executive. 
have creative ability as well as ad- 
ministrative skills. utheastern lo- 
cation. Salary $10,000-$12,000 oo 
ear. Full range of fringe benefits. 
Submit confidential resume. 


Box 848, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


FINE OPPORTUNITY FOR 
EXP. ACCOUNT EXECUTIVE! 


AAAA Chicago Agency with na- 
tional accounts wants an Account 
Executive with a minimum of 8 
years agency or advertiser exp. 
Background must include plan- 
ning marketing, media and crea- 
tive strategy. Must be able to con- 
vince us you are a problem solver 
and heavy enough to take over 
responsibility of handling several 
accounts. New business exp. would 
be a plus. Prefer man now em- 
ployed who isn’t being given rec- 
ognition or income he merits. Sell 
yourself to us. Write in confidence 
giving background, present salary, 
etc. Salary open. 


Box 861, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hil. 


DIRECTOR OF MERCHANDISING 


Starting Salary— 
$10,000 to $12,500.00 per year. 
Company Car 
Travel Expenses 


Family Group Insurance— 
cost shared 


Retirement Plan 


Large mid-Western brewery 
seeking a man experienced in 
devising point-of-sale material 
and directing its proper use. 
Activating and guiding continu- 
ous merchandising programs 
thru salesmen. Prefer brewery 
background. Send resume to: 


Box 839, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, il. 
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Multi-Set TV Homes 
Now Exceed Non-TV 
Homes, ARF Reports 


New YorK, Aug. 9—One in 
every eight U.S. tv households has 
at least two sets. There are more 
multi-set households—6,388,000— 
than no-tv households. 

These are among the statistics 
emerging from the latest Advertis- 
ing Research Foundation report on 
the growth of television circula- 
tion. This report—eighth in a ser- 
ies started in June, 1955—is based 
on data obtained from the U.S. 
Census Bureau. The latest figures 
are as of May, 1961. 

The total number of tv house- 
holds has increased about 1,500,- 
000 since the May, 1960, survey. 
Nine out of ten American homes 
(89.4%) boast tv sets, for a total of 
47,720,000 tv equipped households. 
Eleven years ago there were only 
5,000,000 families with their own 
tv sets. ss 

Altogether, the 47,720,000 tv 
households have 54,700,000 tv sets. 
Some 164,000,000 people—92.5% of 
the country’s population—are 
members of tv households. 


= The study provides set owner- 
ship data broken down by inside 
and outside standard metropolitan 
areas, urban and rural residence, 
type of households, size of house- 
holds, census geographic regions 
and divisions, Nielsen Tv Index 
territory, telephone and non-tele- 
phone households. 

The report was underwritten by 
American Broadcasting Co., CBS 
Television, National Broadcasting 
Co., National Assn. of Broad- 
casters and Television Bureau of 
Advertising. Copies are available 
at $5 from ARF, at 3 E. 54th St., 
New York. + 


‘Maclean's’ Boosts Rates 

Maclean’s Magazine and _ its 
French version, Le Magazine Mac- 
lean, have raised advertising rates 
beginning January, 1962. Previous 
rates were based on a combined 
circulation of 595,000, while cur- 
rent issues are delivering bonus 
circulation at 625,000. One page 
b&w is $3,635, in English only; 
$1,010 in French only, and $4,645 
in English and French. A color 
page is $5,145 in English; $1,435 in 
French, and $6,580 in English and 
French. New rates are based on an 
estimated 650,000 average circula- 
tion. Maclean’s also has dropped 
its combined discount at the sug- 
gestion of the Royal Commission 
on Publications. 


Grant Appoints Cugini 

Larry Cugini, formerly with the 
Katz Agency in Dallas, has been 
appointed account executive and 
assistant to the manager of Grant 
Advertising, Dallas. 


LOOKING FOR GROWTH? 


Presently employed at making salesmen 
sell more dealers buy more... thru zs 
sales incentive programs as 


I plan and write the campaigns, and write 
the sales presentations that sell the cam- 


paigns to our clients. These are the largest 
corporations in the country .. . and the 
smallest 


If my experience can be valuable to you— 
or, to your clients—I'm looking for growth! 
Detailed resume or personal contact upon 
request 
Box 857, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


@ ADV. AGENCY 
MANAGER 


Senior Account & Management Ex- 
ecutive to head up branch office for 
major 4A. Consumer hard goods, 
industrial account experience plus 
talent as internal administrator. 
$30,000-$40,000. Contact in Complete 
Confidence: 


Jerry Fields 


JERRY FIELDS 


Associates 
16 East 52 Street, N.Y. PL 3-4123 
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Shift to Bi-Weekly 
Publishing Set for 
7 = ’ 
‘Product Engineering 
New York, Aug. 8—McGraw- 
Hill’s Product Engineering will 
change from a weekly to a bi- 
weekly with its Sept. 18 issue. 
Announcement of the switch 
came from Charles S. Mill, who) 
added the publishing responsibili- | 
ties of Product Engineering in June | 
when Stanley J. Alling resigned. | 
Mr. Mill also continued as pub-| 
lisher of Purchasing Week. 
Mr. Mill said that future issues | 
of the magazine would contain | 
more hard-core engineering arti- 
cles, reported in depth, and special | 
reports of vital interest in the field. 


He said this is not a basic switch | New York, an international statis- | scm smemnmeieneueenag | 


in editorial policy. tical and electronic data process- 


\ly (26 issues per year) schedule | 


followed research findings that in- 
dicated readers did not need or de- 
mand the service on a weekly ba- 
sis. 
The move to bi-weekly means 
that all three major publications in 
the design field will have the same 
frequency. Design News (Rogers 
division of Cahners Publishing) 
has been a bi-weekly all along, 
while Machine Design (Penton) 


went bi-weekly in 1957, the year 


Product Engineering switched from 


|monthly publication to weekly. # 


C-E-I-R Names McGlinchy 
James F. McGlinchy, previously 
publications manager of General 
Dynamics Corp., has been appoint- 
ed to the new post of advertising 
and pr director of C-E-I-R Inc., 


He said the change to a bi-week- | ing company. 
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Videodex Network TV* 
July 5-11, 1961 


A definite help to your 
sales force in producing 
more volume 


ACB Retail Store Reports 


Why not let ACB Newspaper 
Research Reports help you 
and your salesmen find the 
weak spots in your promotion 
and distribution...show you 
where to apply extra effort . . . 
tell you how your dealer ad- 
vertising support compares 


with that of competition. Sup- 
ported by these detailed Re- 
ports your salesmen will have 
a distinct advantage when 
talking with dealers. Used 
for years by leading concerns 
whose merchandise is sold 
through retail outlets. 


We read every daily newspaper advertisement 


Sy) rue ADVERTISING CHECKING BUREAU, inc. 


NEW YORK, 353 Park Avenue South - CHICAGO, 18 South Michigan Avenue . 
MEMPHIS, Tenn. » COLUMBUS, Ohio - SAN FRANCISCO, Si First Street O€ Placed on all newspaper, radio, 


Send today for descriptive material and free catalog. 


= | Copyright by Videodex Inc. 
: ‘ Homes 
tie, Ronk Program (%) 
. | 
iy Gunsmoke (Liggett & Myers, Remington Rand, CBS) 29.2 
f 2 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) 0.0... 26.1 
: 3s | 3 The Untouchables (Several sponsors, ABC) 25.8 
oe | 4 Candid Camera (Lever Bros., Bristol-Myers, CBS) 247 
yt § My Three Sons (Chevrolet, ABC) 24.5 
Hi | 6 What's My Line (Kellogg, Allstate Insurance, CBS) 24.1 
i: 7 Wagon Train (National Biscuit, R. J. Reynolds, Revion, NBC) ................ 23.4 
Hil | 8 77 Sunset Strip (Several sponsors, ABC) 23.2 
1 | 9 Thriller (Several sponsors, NBC) 23.1 
. | 10 Checkmate (Brown & Williamson, Kimberly Clark, Lever, CBS) ................ 22.6 
] Homes** 
f | Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Remington Rand, CBS) 13,300 
Se Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .............cccccccccccceceee 11,900 
HANDY SELL—The cigar in the right; 3 The Untouchables (Several spomsors, ABC) ............ccccccsscesssecsssscecsceeeceseeee 11,500 
hand of the model in this Wam-| 4 Candid Camera (Lever Bros., Bristol-Myers, CBS) 11,100 
|sutta Mills ad which will appear| 5 My Three Sons (Chevrolet, ABC) ................000008. 10,900 
in the Oct. 7 New Yorker is part| © What's My Line (Kellogg, Allstate Insurance, CBS) 10,900 
‘of the cooperative fashion adver- 7 Wagon Train (National Biscuit, R. J. Reynolds, Revlon, NBC) ........0....... 10,600 
‘tising Cigar Institute of America | 8 77 Sunset Strip (Several sponsors, ABC) 
lhee Heed up. Mogul Willems & | 9 Thrifer (Several spomeers, MBC) .........cccccccccscccccccccscccsscssess 
10 Checkmate (Brown & Williamson, Kimberly Clark, Lever, CBS) ................ 10,200 


Saylor is the Wamsutta agency. 


| 
| 
| 
| 
| 
| 
| 
} 
| 


Texas AFL-CIO Asks 


* Homes viewing in cities where program is telecast. 
**Listed in sequence of rating level from first table. 


State to Tax All Ads 


GALVESTON, Aug. 8—The Texas 
| AFL-CIO has urged that the state | 
\legislature pass a gross receipts 
|tax covering all advertising in 
|newspapers, radio, television, out- 


huge military installations 


service folks. Bear this in mind when you 
plan your next campaign strategy. Avails and 
details are yours for the asking. 


But the buying climate in the growing Green- 
ville-Washington Market is HEAVENLY. 
WITN and WNCT dominate this market's 4 


and their 110,000 


“ONE OF THE TOP 100 MARKETS” 
Well over 1,000,000 Population — Set Count 200,000 


Advertisers in This Issue 


The following list of advertisers in this issue is published solely as a convenience. 
While every effort is made to maintain accuracy and completeness, last minute 


ch ionally result in una 


5 od oe bb, 


ges may occ or errors. 
|door, direct mail and circular me- 
dia. bie ‘ 

The plan, adopted unanimously Advertising Checking Bureau ee 92 INNO - icsscisbabincctenrnceaaehaseurensnks 50 
by some 1,300 delegates in con- Air Conditioning, Heating SIE cases ccuteankssncessiedeincatilibinansitivitsiatinsl 95 
vention here, was part of an over- and Refrigeration News .......... 89 Look a 
all tax resolution which reaffirmed pecemseey Reedy se se bakes rt Los Angeles Herald Express ........ 20 

sas erican Br asting Co. ...... 
so ge Pern ~ eee cas of Oe Automotive News 0... 25 Marley Premium Service .............. 20 
. : . ty N. W. Ayer 51 McClatchy Broadcasting Co. ........ 35 
corporation franchise, putting in its ia McGraw-Hill Publishing Co 28.29 
place the corporation profits tax. R. H. Bacon .. 40 Miami Herald nt hibess ; fichit prs 65 
Bell & Hefter 32 i A 
is is bad fr am ndvertioitn tak ‘clan eee omen ge po Musical Myko’s .........cccccceccceeseeseees 34 
came toward the end of Robert A. eit Me 32 National Broadcasting Co. ........ 14-15 
Bryant’s presentation committee Boston Herald Traveler ................ 82 SY WH TONNE scancsisiccasecsacncactivins 33 
|recommendations, when Mr. Bry- a ee ee 4 Newsweek .. 5 
ant said, “Since our friends in the Buffalo Courier Express Fred A. Niles 
|communications media and in re- IN UN ee Communication Centers .............. 50 
|tail trade, with some notable ex- 
|ceptions, have so ably supported Cahners Publishing Co. .............. 38-39 Ry PURI ccinccsitincrtsctrrserscrsiorins 67 
| the idea of the broad-based tax, we Canadian Business Newspapers .... 34 Orlando Sentinel-Star .................. 94 
|advocate that a gross receipts tax Carey Press Corp. .........ccecesssssseseees 26 
Catholic Management Journal ... 52 Parade 62 
‘television, billboard, direct mail || Chemical Week 0.0.0.0... 53 — Philadelphia Inquirer. ................ 44-45 
and circular advertising.” z Chicago Show Printing Sa oe 26 PRI» inden cinssettinstackicdimenanene 74 
Chicago Tribune Progressive Farmer ...........ccccscss0+ 77 
RE NS Sitcsicpanticcninennsiinns 59 . ‘ 
Collins, Miller & Hutchings .......... 57 grt ge = 46, 78, 81, 89 
. + oe , 32, 46, 78, 81, 
Columbus Dispatch ..0............000000. 94 Retiet’s Clee eeceecncs.... 30-31, 87 
Detroit Free Press ..............ccccccc005 75 I: siheeensin cetinainteantsthpivemccnavestl 69 
Doone’s Business Magazine 
For American Agriculture .......... 94 St. Anthony Messenger ................ 52 
Duhamel Stations ................c0000-- 84 St. Paul Dispatch-Pioneer Press .... 31 
Y hg GR SHINE Aetrentccinicsiicicnvesinacinerces 36 San Diego Union and 
ar is ell Evening Tribune ...............c000008 
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Advertising Age, August 14, 1961 


This Week in Washington ... 


Rebuilt FTC Seen Ready to Move 


By Stanley E. Cohen 
Washington Editor 


WasHINGTON, Aug. 10—The Fed- 
eral Trade Commission has gone 
through a period of drastic over- 
haul. Now the “new” commission is 
beginning to move. 

When Paul Rand Dixon was 
picked as chairman, the handwrit- 
ing was on the wall. He is a dedi- 
cated anti-truster. And he knows 
his way around. 

experience, he has been 
openly skeptical about FTC. He 
shares the fairly widespread suspi- 
cion that the commission’s proced- 
ures are so complicated it can 
never keep up with the businesses 
it is supposed to regulate. In ac- 
cepting the chairmanship, he was 
determined to prove or disprove 
this theory, once and for all. 

Immediately after taking the 
chairmanship he made a _ series 
of speeches promising a vigorous 
FTC. He appeared before sever- 
al carefully selected organizations. 
Then he disappeared into his office 
and studiously avoided the spot- 
light. 

Until July 1, the “new” commis- 
sion was wholly preoccupied with 
plans for a more workable FTC. In 
the top-to-bottom shakeup that fol- 
lowed, FTC was changed in three 
major respects: 

Procedures: Mr. Dixon felt that 
complicated internal operating 
procedures were making FTC even 
less effective than it needed to be. 
Operating procedures have been 
drastically revised, to emphasize 
individual responsibility for seeing 
that cases come to a rapid conclu- 
sion. 

People: The reorganization, of 
course, served a double purpose. In 
the shakeup, the old Kintner ap- 
pointees were dislodged from the 
key staff positions. Mr. Dixon now 
has his own people safely in the 
saddle throughout the FTC bureaus 
and divisions. 

Money: Compared with $8,009,- 
500 last year, FTC’s budget will 
amount to $10,345,000 during the 
fiscal year that started July 1. The 
staff will be expanded from 823 
persons to about 1,050. 


# Although Mr. Dixon has FTC or- 
ganized exactly the way he wants 
it, he tells his friends in Congress 
that this may not be enough. Un- 
like his predecessor, Earl Kintner, 
who was reluctant to cut away any 
of the existing rights of due proc- 
ess, the current chairman thinks 
existing law gives business men an 
unreasonable amount of protection. 

With respect to FTC’s long de- 
lays in handling cases, he recently 
told the Senate appropriations 
committee: “We can improve our 
procedures. We can puil up the lag 
as much as we can. But we cannot 
perform a miracle.” 

Mr. Dixon told the senators the 
business man can fight an FTC 
complaint right up to the Supreme 
Court. “In many cases,” he says, 
“all we can finally do is say, 
‘Stop.’ And by the time we say, 
‘Stop,’ they have the market.” 

He thinks that in appropriate 
cases, FTC should have power to 
issue temporary cease and desist 
orders which would “freeze” an ad 
campaign or business _ practice 
while the commission makes up its 
mind. 


s “I will say to you,” he told the 
appropriations committee, “if a 
temporary injunction were issued, 
and it were sustained, even if they 
appealed it to the circuit court, I 


don’t think they would drag their | 


feet very long in waiting to liti-| 


gate that matter.” 


With the reorganization of the) 


commission completed, the “new” 


commission is beginning to develop | 


its own pattern of activity. Under- 


standably, some of the first moves! 


are in the areas of electrical ma- 
chinery price fixing, and drugs, 
which were so familiar to Chair- 
man Dixon when he was chief 
counsel for the Kefauver commit- 
tee. 

Electrical machinery: Musty old 
FTC files contain cease and desist 
orders against Westinghouse and 
General Electric. So FTC is seek- 
ing permission to inspect the secret 
minutes of the Philadelphia grand 
jury that investigated electrical 
machinery price fixing. Object: To 
determine whether or not the com- 
mission’s orders had been violated. 

Drugs: The Kefauver commit- 
tee’s investigation of the drug in- 
dustry convinced many government 
people that drug companies had 
remarkably good earnings records, 
and that some exceedingly suc- 
cessful procedures had been devel- 
oped in the introduction and pro- 
motion of new products. Consistent 
with Chairman Dixon’s interest in 
the drug industry, FTC has started 
an investigation of 37 drug compa- 
nies, to determine whether price 
discrimination and deceptive pro- 
motional materials are being used 
for prescription drugs. 


# At FTC, President Kennedy had 
the unique opportunity of making 
three appointments. Because he 
picked strong-minded men, the 
new FTC is surely the most aggres- 
sive in the commission’s history. 

While the commissioners are 
unanimous in demanding better 
performance from the staff, one of 
the newcomers—Commissioner 
Philip Elman—demonstrated last 
week that they continue to treasure 
their individual ideas about the 
meaning of the laws which FTC 
enforces. 

Last week the commission wres- 
tled with a case involving payment 
of advertising allowances by Shul- 
ton Inc., Clifton, N. J., to a mid- 
western supermarket chain. By a 
3-2 majority the commission held 
that the payments could not be 
justified through use of the “good 
faith” defense. 

In his first opinion since taking 
office, Commissioner Elman, who 
was formerly one of the most out- 
standing of the Justice Depart- 
ment’s career lawyers, complained 
that the majority “mutilated” the 
statute. 


® His dissent was so persuasive 
that Commissioner William C. 
Kern, who had voted otherwise in 
earlier cases, decided to reverse his 
own earlier stand. 

“It is necessary to wrestle with 
doubt—and in this case even wres- 
tle with my own prior views,” 
Commissioner Kern wrote. “While 
I still respect the views of the ma- 
jority, I find persuasive the cogent 
analysis by Commissioner Elman.” 


Virgin Islands Name McCann 

McCann-Erickson Inc., which 
was named last month to handle 
rum promotion for the Virgin Is- 
lands, has now been appointed to 
handle tourist advertising for the 
Caribbean territory of the U. S. 
McCann succeeds Wendell P. Col- 
ton Co. on the Virgin Islands tour- 
ist account. 


Triangle Appoints Two 

George F. Amann, formerly of 
National Outdoor Advertising Bu- 
reau, New York, and Alexander 
V. Simmon, formerly of Federal 
Sign, Chicago, have been appoint- 
ed account executives of Triangle 
Outdoor Advertising, Chicago. 


‘American Home’ Taps Ehrlich 
Herb Ehrlich, previously crea- 

tive manager of American Home, 

New York, has been appointed as- 


sistant advertising manager of the | 


monthly. 
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NEW ADVERTISER—Latest trade association to embark on an advertis- 
ing campaign is the Steel Founders’ Society of America, Cleveland, 
which will begin its campaign in September with this two-color 
spread in metalworking and design magazines. Bayless-Kerr Co. is 

the agency. 


F&S&R ‘on Prowl!’ 
for New Business, 
Holden Tells Group 


(Continued from Page 3) 
ness of tv (the agency calls this 
qualitative measurement a tv au- 
dit) “to a degree that is top in 
the agency field.” 

3. A management-research and 
creative team that is “second to 
none.” 

Mr. Holden told today’s meeting 
he would appreciate recommenda- 
tions of F&S&R whenever his hear- 
ers picked up early news of pend- 
ing account shifts—if such recom- 
mendations could be made with no 
conflicts of interest. 


® Most of the broadcast salesmen 
and representatives seemed im- 
pressed with the televised panel 
research technique, which allows 
the advertiser and agency to peer 


Nielsen Network TV 


Two Weeks Ending July 23, 1961 
Copyright by A. C. Nielsen Co. 


at Mrs. Consumer while she lets 
down her hair about radio pro- 
gramming, tv attractions, com- 
mercials—or anything else the 
conversation steerer—T. J. Plesser, 
research director—decides to in- 
sinuate into the conversation. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Their talk goes over closed cir- 
cuit to the conference room, where 
the client—or anybody else—can 


10 


The Untouchables (Several sponsors, ABC) 


— einen ‘an ask a question at will. The ob- 
1 Miss Universe Pageant (Procter & Gamble, CBS) ......:.:sse-ss on,aen | Otyee ome Bis question in ©. meee 
2 All Star Baseball Game—1 (Gillette, Chrysler, NBC) ...csccssou 1anen | OS pening vette in the compe 
3 Gunsmoke (Liggett & Myers, Remington Rand, CBS)... 19,226 | nce room. Unheard by the pan- 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .....cccc0.. 12,002 | Sa, Who usually Con's know Say 
5 The Untouchables (Several sponsors, ABC) 11,162 have an audience, the question 
6 What's My Line (Kellogg, Allstate Insurance, CBS) ccc: 11,118 | % Décked up by Mr. Plesser, weer- 
7 Wagon Train (National Biscuit Co., R. J. Reynolds, Revion, NBC) 10,834 ing earphones, who works it into 
8 Candid Camera (Lever Bros., Bristol-Myers, CBS) ............ssssoos- 10,493 | *he conversation in a natural fash- 
9 My Three Sons (Chevrolet, ABC) oo... 10,646 | 'OP- 

10 Playhouse 90 (Several sp s, CBS) 10,506 | » Today’s panel was comprised of 

PER CENT OF TV HOMES REACHED five older women in the $7,000-or- 
Homes | Detter income bracket. To qualify 

Rank Program (%) they had to have a tv set in work- 
1 Miss Universe Pageant (Procter & Gamble, CBS) ............ccc 43.3 Ing order and be at least an occa- 
2 All Star Baseball Game—1 (Gillette, Chrysler, NBC) ...-..cccs.0-- 31.3|Sional listener to radio. For the 
3 Gunsmoke (Liggett & Myers, Remington Rand, CBS) ...............00. 28.2|™most part, their reaction to radio 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 26.4 and tv, including commercials, was 
5 The Untouchables (Several sponsors, ABC) ...........ccccccsscscesseseesenenee 23.8| highly favorable. . 

6 What's My Line (Kellogg, Allstate Insurance, CBS) .....cccccssssss- 23.7| Among the opinions wafted 

7 Wagon Train (National Biscuit Co., R. J. Reynolds, Revion, NBC) 23.1 | through the conference room were: 

8 Candid Camera (Lever Bros., Bristol-Myers, CBS) ..........cccccseeees 22.8|@ There is a tendency to reach for 

DF Tear Peres Send (CRB ONE, BBE) ciscccsscscrcecesctscseisovnssorccosssscconesesseors 22.7 the tv advertised product even 

10 Playhouse 90 (Several sponsors, Cas) .... 22.4 when the competitor’s product is 

oe cheaper. The visual image of the 

Nielsen Average Audience advertised product becomes set in 
TOTAL HOMES REACHED the mind. 

Rank Program rn e “Most advertisers on tv do a 
1 Miss Universe Pageant (Procter & Gamble, CBS) ...........:ee 15,946 | 800d selling job, but I wouldn't 
2 Gunsmoke (Liggett & Myers, Remington Rand, CBS) .................. buy Dash if they gave it to me— 
3 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) not with that old man always com~- 
4 What's My Line (Kellogg, Allstate Insurance, CBS) ................++ ing in to fix the washing machine.” 
5 Candid Camera (Lever Bros., Bristol-Myers, CBS) .......... e Some tv commercials are turned 
6 My Three Sons (Chevrolet, ABC) ............c-ccecceesseeseseeeneneee up too loud. This is especially an- 
7 Price Is Right—8:30 p.m. (Lever Bros., NBC) ............ccccccceseeseeneees noying late at night, or when they 
8 The Real McCoys (Procter & eR, ABE) cccccccrecccscsscccoccctncesenee ’ interrupt an exceptional program. 
9 I’ve Got a Secret (R. J. Reynolds, Bristol-Myers, CBS) 8,395 


e Radio and tv in this country 


PER CENT OF TV HOMES REACHED 


r 


My Three Sons (Chevrolet, 


CONAMRON—B 


10 


Miss Universe Pageant (Procter & Gamble, CBS) 
Gunsmoke (Liggett & Myers, 
Have Gun, Will Travel (Lever Bros., Whitehall, CBS) 
What's My Line (Kellogg, Allstate Insurance, CBS) 
Candid Camera (Lever Bros., Bristol-Myers, CBS) 


Price Is Right—8:30 p.m. (Lever Bros., NBC) 
The Real McCoys (Procter & Gamble, ABC) 
I've Got a Secret (R. J. Reynolds, Bristol-Myers, CBS) 
The Untouchables (Several sponsors, ABC) 


Program 
Remington Rand, CBS) ..............0.+ 


ABC) 


offer quite a lot of fine entertain- 
ment and information. Somebody 
has to support broadcasting, and 
advertising is a good way to do 
it. Advertisers deserve credit, and 
the commercials, by and large, 
aren’t too annoying. 


e Several hints for improving 
commercials were advanced—use 
more pleasing voices; tell a story; 
cover the sell with a soft, catchy 
tune; keep them short and to the 
point. 


to five minutes. 


* Homes reached by all or any part of the program, except for homes viewing only one 


**Homes reached during the average minute of the program. 


e Color tv is an exciting idea, but 
the sets cost too much, and repair 
and upkeep are difficult. + 


Three Named at Time Inc. 


Richard B. McKeough, formerly 
business manager of Time-Life 
International, New York, has been 
elected assistant treasurer of Time 
| Ine. In his new post, Mr. Mc- 
|Keough will work directly with 
David W. Brumbaugh, exec vp and 
treasurer of the company. Paul 
Hush, formerly assistant business 
manager of Time-Life Internation- 
al, has been promoted to business 
manager. Bernhard W. Ben John- 


Life, has been appointed 
personnel manager of Time 
new post. 


cago, has been named to 
| advertising and 


son, previously associate manager 
of the New York sales staff of 


Jackson Adds Butler Account 
Julian J. Jackson Agency, Chi-|cy, Ridgewood, N.J., 


Conti Agency Adds Two 
Vacuum-Electronics Corp., Plain- 
view, N.Y., manufacturer of pre- 
cision high vacuum equipment, dif- 
| fusion pumps, gauges and con- 
trols, and Be Cu Mfg. Co., Scotch 
Plains, N.J., maker of precision 
parts for electronic devices, have 
appointed Conti Advertising Agen- 
to handle 
advertising. Vacuum-Elec- 


sales 
Inc., a 


handle | their 


public relations| tronics, which plans a $100,000 ad 


\for John O. Butler Co., Chicago,|budget for the next 12 months, 


| manufacturer of Dr. Butler 
brush and dental supplies. 


tooth- formerly was handled by Duncan- 
|Brooks Inc., Garden City, N.Y. 
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Frances Holmes, 
Pioneer Agency 


Woman. Dies at 85 


Los ANGELEs, Aug. 8—Frances 
Holmes, known as the grand old 
lady of western advertising and re- 
putedly the first woman in the 
world to oper- 
ate her own 
agency, died in 
her sleep early 
today at Temple 
Hospital here. 
She was 85. 

Miss Holmes, 
a spinster, was 
a tiny, lacy 
woman, who 
remained fairly 
active in adver- 
tising affairs until her death. 
Last. May, she appeared at the an- 
nual awards banquet of the Los 
Angeles Advertising Women to 
participate in the program and to 
be honored in an off-camera ver- 
sion of Ralph Edwards’ “This Is 
Your Life.” 

Miss Holmes was a pioneering 
daughter of a pioneering family. 
Born in 1875 in a small midwestern 
town near Bloomington, Ill., she 
moved to California with her fam- 
ily ten years later. 

She attended Los Angeles High 
School, and, as she recalled for 
an interviewer later, eschewed a 
teaching career, taking some com- 
mercial courses at Woodbury Busi- 
ness College. 

In 1896 she joined this city’s first 


Frances Holmes 


advertising agency, the old J. C. hanks’ Gloria Swanson, Peggy| ALICE TANNER 


Newett agency, where she cut her 


FREE SAMPLING 
OPPORTUNITY 


in Test City, U.S.A. (Columbus, 
— only cost is your product 
eee gross. Write to: Ralph Hem- 


ming, c/o Columbus ~~ 7. 
zen-Journal, Columbus 16, Ohie. 


as office manager of Newett and | 
moved over to a client, Bishop &| 
Co. (cookies, pastries, etc.), as ad- | 
vertising manager. 


e A year ilater—in 1909—she) 
moved again, this time opening 
her own agency with a brother, the | 
late Oliver W. Holmes, as an asso- | 
ciate. Until the late ‘20s, Miss) 
Holmes handled a string of promi- | 
nent local clients, including Chal- | 
lenge cream and butter, Ben Hur 
coffee, Globe Grain & Milling Co., 
Los Angeles Soap Co. (now White 
King), and the Los Angeles Cham- 
ber of Commerce. 

Around 1930 a combination of 
client mergers and acquisitions, 
plus the illness of her mother, 
forced Miss Holmes, then 55, to 
give up the agency and go into 
semi-retirement. She continued ac- 
tive in numerous civic and trade 
groups; however, and subsequently 
has been honored by advertising 
organizations across the country. 
| In 1947, the Los Angeles adwom- 
en’s group initiated its achievement 
awards for outstanding advertising 
in her honor. 


CHARLES G. SHELDON 
SPRINGFIELD, Mass., Aug. 8— 
Charles G. Sheldon, 77, portrait 
artist and creator of the distinctive 
“Breck blonde” magazine ads for) 
Breck hair products, died 
Springfield Hospital Aug. 4. 


Pe Sh 


aa 


CAE es BS 
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BID FOR CLIENTS—Reiter-Ross, the sales promotion agency that star- 
tled Madison Ave. last fall when it delivered 50 live sea horses in | 
tanks to prospective clients, is at it again. This time it’s a deck of | 


playing cards containing advertisi 
tory, as shown above. The back of 
but the only sell in the deck is on 


tential clients will start getting the decks on Aug. 14. 


ng take-off on moments in his- 
the deck has the R-R monogram, 
two jokers and a filler card. Po- 


| 


Charles Sheldon Inc., Springfield | partnership a year later by his son, | 


agency, until he sold the company | 


celebrities as the late Douglas Fair- | 
| Wood, Marion Davies, and a host 


ant to the Sheldon agency, 
semi-retirement. 


HENRY D. WIGHTMAN 


|publisher of the weekly Napanee 


the newspaper 


that IS A NEWSpaper 


In fact, The Orlando Sentinel was fifth in the entire nation in the 
volume of news and features published during 1960. 


@ When the Evening Star’s news and feature content is added to 
The Sentinel’s, the Orlando newspapers rank FIRST in the U. S. 
in the morning-evening combination newspaper field. 


@ Orlando is no New York... 


or Chicago ...or even a Miami 


...but The Orlando Sentinel rates in the same big league as 
America’s leading newspapers in the nation’s biggest cities, when 
it comes to giving the people the news in a bargain package. 


@ The top Ten Newspapers for Total News Linage, Source, Media 


Records. 


1960 RANK BY LINAGE 


Los Angeles Times 
Miami Herald 


Washington Post ........... 
New York Herald Tribune 
Chicago Tribune 
San Francisco Examiner 
Cleveland Plain Dealer 


33,342,758 
28,899,715 
27,917,012 
25,311,163 
24,198,080 
23,959,582 
23,448,286 
23,383,069 
23,287,313 
23,107,560 


MARTIN ANDERSEN 


Editor/Owner/Galley Boy/Ad Writer/Line Counter 


~6Orlando— 


Seutinel-Star 


ORLANDO, FLORIDA 


| who was in charge of advertising 
and sales promotion for the tour | 
| NAPANEE, ONT., Aug. 8—-Henry | company, was a member of the nu- | 
Duncan Wightman, 73, formerly | merous 
national advertising manager of) groups in Southern California, in- 
the Owen Sound Sun-Times and | cluding the Advertising Club of 


| 
| 


| 
j 
i 


Henry. They bought the Deseronto 
| three years ago, Mr. Sheldon had | Post in 1951 and amalgamated it 
been commissioned to paint such | with the Express. 


| years until his death. He served 


Los ANGELES, 


pre- 
sumably of a stroke. Miss Tanner, 


civic and _ professional 


Los Angeles, the Los Angeles Ad- 
vertising Women’s Club, and the 
L. A. Chamber of Commerce, of 
which she was former president of 
the women’s division. Her father, 
Cc. C. Tanner, was founder of the 
tour company. 


JOHN E. RICHARDS 

ALPENA, MicuH., Aug. 10—John 
Emmet Richards, 71, editor and 
publisher of the Alpena News, died 
Aug. 7 in his home here. 

Mr. Richards held his position 
as editor and publisher for 35 


on the Michigan Crippled Chil- 
dren’s Commission from 1934-1951, 
the last nine years as chairman. 


Rose Joins Mathes 

Charles C. Rose, formerly with | 
the advertising department of Shell 
Chemical Co., has joined J. M. 
Mathes Inc., New York, as an ac- | 
count executive. 


er r Aug. 8—Alice| j 
advertising teeth. In 1908 she quit|4¢ others. During the past three| Tanner, vp of Tanner Gray Line 
| years, he had served as a consult- | Motor Tours, died at her San Ma- 
in|rino home here yesterday, 


in | Post-Express, died here Aug. 4. Mr.| Butcher Rejoins L&N as 
| Wightman bought the Napanee Ex- | Senior VP on Colgate 
Founder and illustrator of|Press in 1948 and was joined in| 


Thomas C. Butcher has ery 
Lennen & Newell, New York, as a| 
senior vp and coordinator on the | 

ee eck 

: ™ molive Co. ac- 
count, a new 
post. Mr. But- 
cher has been 
chairman 
Jim Nash As- 
sociates, indus- 
trial designer, 


for the past 
year. 
Previously, he 


was president 
of Brown & 
Butcher, and 
from 1953 to 1958 was exec vp of 
Lennen & Newell. He also worked 


Thomas Butcher 


}on Colgate at Wm. Esty Co. and 


before that, was Colgate-Palmolive 
advertising manager. 


CBS-TV Boosts Two 

CBS-TV has promoted Bruce 
Lansbury from director of day- 
time programs to the new post of 
general program executive, and 
has named Herbert F. Solow, for- 
merly with California National 


Productions, to succeed Mr. Lans- | 


bury in the daytime post in Holly- 
wood. 


Farley Appoints Morand 

William K. Morand, 
space representative of Archer 
King Publishers’ Representative 


| Organization, Chicago, has been 


named space representative of 
Farley Co., Chicago publishers’ 
| representative. 


Colgate - Pal-| , 
8 |# This turned out to be a three- 


of | 


Advertising Age, August 14, 1961 


KLM Airlines 
Shifts Account to 
Ogilvy fromEWRR 


(Continued from Page 3) 
Dutch.” 


a EWRR’s trials with KLM began 
in August, 1957, when a predeces- 
sor agency, Erwin, Wasey & Co., 
was named to succeed Charles W. 
Hoyt Co. on the account, effec- 
tive Jan. 1, 1958. A month later 
Erwin, Wasey merged with Ruth- 
rauff & Ryan. Then, in September, 
KLM announced that it was giv- 
ing EWRR not only the U.S. ad- 
vertising account, but the carrier’s 
worldwide advertising. Latin 
American advertising was to be 


| handled out of New York, while 


EWRR’s London office was named 
to handle KLM advertising in Brit- 
ain and to coordinate much of the 
advertising in the eastern hemis- 
phere. The entire account was said 
to be in excess of $2,000,000. 

The next chapter in the story 
was written in the last week of 
1957, just before the U.S. account 
was scheduled to move into 
EWRR. KLM announced then that 
it had decided to leave the busi- 
ness with Hoyt until EWRR had 
time to work out the problems re- 
sulting from its merger. 


month postponement. The KLM 
account did move into EWRR on 
April 1, 1958. It developed that 
Hoyt had asked to be relieved of 
its temporary assignment so that 
it could take on Lufthansa Air- 
lines, an account which has sub- 
sequently gone to D’Arcy Adver- 
tising Co., except for the interna- 
tional portion, which remains with 
Hoyt. 

The first crack in the account 


formerly | 


came one year later, when KLM 


|decided to relieve EWRR of re- 


sponsibility for advertising in the 
|eastern hemisphere. This business 
| was returned to KLM’s hometown 
|}agency, Smit’s of Amsterdam, and 
/EWRR’s London office dropped 
‘the British account. 

The New York office of EWRR 
| continued to handle advertising for 
Latin America, but this portion 
was also returned to Amsterdam 
‘earlier this year. # 


Stebbins Moves Offices 
Hal Stebbins Inc., Los Angeles, 
has moved to 9229 Sunset Blvd. 
on Packaging 


SYSTEMS, INC. New York 17, N.Y. 


Consultants 
to Management 


DESCRIPTIVE BOOKLET ON REQUEST 


cultural writing. 


ST. Louis CHICAGO 

J. A. Neal Philip C. Miller 
5144 Deimar 919 N. Michigan 
FOrest 1-2800 WHitehal! 4-5464 


Now...reach the CREAM of today’s farm market 


NEW YORK 
Billingsiea & Ficke 
420 Lexington Ave. 
LExington 2-3667 


Frank 


12986 Houston-Whittier 
TRinity 3-4840 


* Issue at mid-month. Closing date is 15th of preceding month. 


BUSINESS MAGAZINE FOR AMERICAN AGRICULTURE 


® 50,000 circulation . . . largely Class | farmers 

® National distribution . . . split runs available 

® Published by Doane Agricultural Service, Inc. . . . recognized 
leader in farm management, appraising, research, and agri- 


For rate card and full data, call nearest representative 
DETROIT 


MINNEAPOLIS 
Dean & Slaughter, Inc. 
502 National Bidg. 
FEderal 3-2229 


B. Heib 
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— WEEKS AGO, in the June 2 issue, I made a promise to LIFE 
readers: 
“It will be the aim of LIFE, in the future, to be a great magazine of 
Events and Politics . . . of History, Religion, Science and Nature 
.. . of the Fine and Lively Arts . . . of Sport and Adventure. . . 


and Better Living . . . in all these things, to be a lively instrument 
of the National Purpose. . .” 


There have been great stories in the midsummer issues of LIFE. 


> A story of an all-time great soldier of the Pacific—Douglas Mac- 
Arthur. This was also a story of a remarkable friendship between two 
nations—the U.S. and Philippines. 


> A story of a tremendous artist—a forgotten artist now becomes the 
“rage of the art world’”’—Moreau, who bursts upon our problem-ridden 
world with outrageously romantic dreams and abstract experiment. 


> A lively story on the lovely ways of Sophia Loren, one of the world’s 
most vibrant women. 


> A story of how London was made to look by Christopher Wren when 
it became, as nearly as any, the capital of the world. 


> A spectacular story of the new 20th Century sport of sky diving. 


> A series of stories on the South American continent, our neighbors— 
a journey at once into poverty and elegance. 


Such stories, all within a few weeks, have made great weekly issues 
of the magazine, LIFE. For through them and around them has flowed a 
stream of visual consciousness of our immediate present. And especially 
with the innovations in design and story presentation which began ten 
weeks ago, the communicating power of picture journalism has reached 
a new level of intensity. LIFE has presented Berlin—the brink of current 


history, and LIFE has presented Better Living—the reasonable hope of 
decent people. 


And the response? Enormously gratifying to me, as publisher. The 
response has come in the form of mail sacks full of letters by Americans 
in all walks of life, and in telephone calls and personal messages from 
readers as widely separated in geography and taste as a distinguished 
European editor and a former President of the United States. 


For the present, I will submit just a few samples from the many, many 
which I have received. Some of the correspondents are quite prominent; 
some of them are, like millions of LIFE’s readers, perceptive Americans, 
determined to keep informed and ready to be moved to action in the 
higher causes of winning the Cold War and building a better America. 
I quote: 

GETTYSBURG 
“Every publication that seems to me devoted to the building of a better 
America invariably wins from me a mental salute. LIFE’s effort to define 
and support our National Purpose is the kind of thing that helps to in- 
crease America’s dedication to her own noble aims.” 
—General Dwight D. Eisenhower 


PARIS 
“Please convey to Mr. Henry Luce my very sincere and friendly congratu- 
lations for the Hemingway issue of LIFE.” 


—Jean Prouvost, President, Paris Match 


Aim and Response 


NEW YORK 
“You have much more important work than to read a fan letter, but I 
cannot resist congratulating you on the new LIFE. It is full of excitement.” 


—Mrs, Ogden Reid 


NEW YORK 
“IT could not resist writing you. I think this week’s issue is the finest issue 
of LIFE I have ever seen. The new format stands out at its best. Archi- 
bald MacLeish’s ‘Farewell to Hemingway’ was magnificent, the South 
American story extremely interesting, and right down the line everything 
in the issue was outstanding. This is just one man’s opinion but I thought 
you might like to hear it.” 


—Philip Liebmann, President, Liebmann Breweries, Inc. 


FLAT ROCK, N. C. 


“LIFE recently has had something of the color and pitch of our beloved 
Council for Democracy of 20 years ago, which did good and valiant serv- 
ice as I look back.” —Carl Sandburg 


CHARLOTTE, N. C. 
“The hardest decision for any publisher to make is whether or not to 
change the format. Changing a format means he is trying to improve his 
publication. Improvement, making something better, is the hardest of 
all virtues, LIFE’s format has achieved this.” —Harry Golden 


LOS ANGELES 

“LIFE is rendering a great national service in the policy announced by 
its publisher June 2 and implemented by its editors since then. The high 
quality of such articles as those dealing with the crisis in our hemisphere, 
the Berlin situation, the life of Ernest Hemingway, the return of General 
MacArthur to the Philippines and the world of John Adams are most 
expressive of American journalism at its best. I have full confidence that 
this policy of putting adult discussion in depth before Americans will open 
new channels of informed communication in our republic.” 


—Richard Nixon 


Most numerously, of course, people have responded by subscriptions 
and by their purchases of LIFE on the newsstands. 


And most heart-warming of all was the response which came to 
LIFE’s report on poverty in Latin America, and the moving story of 
the child Flavio. As we reported in the July 21st issue, the wholly spon- 
taneous reaction of LIFE’s audience has rescued Flavio from almost cer- 
tain death and his entire family from the grip of the favela. Even more im- 
portant to the larger human drama, LIFE’s readers seem to have set in 
motion a broader scale assault on the twin problems of poverty and disease 
by their own efforts and by the efforts of the South Americans. Of this 
LIFE will have more to say later. 

Thus, LIFE in this midsummer of 1961. For the future? A man’s reach, 
said the poet Browning, should exceed his grasp. LIFE’s aim is greatness 
as a magazine—and sometimes the aim becomes the grasp. 


C. D. Jackson, Publisher of LIFE 
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“I read The Chronicle every morning” 


RRS, She 


Benjamin H. Swig Owner, Fairmont Hotel 


Batenie H. Swig is about as active as a man can be. He owns the Fairmont Hotel 
and is currently adding a tower to it. He is associated with eight other businesses but still 
has time to help others. At the last count, he was active in 63 civic and charitable groups. 


He is a trustee of Brandeis University and a regent of the University of Santa Clara. 
He is a director of Careers Unlimited for Women, vice president of the Columbia Park 
Boys Club, advisor to the Salvation Army. 


Sometimes he gets a medal or a citation for his effort. But mostly, he says, he gains 
the reward of “inner satisfaction.” Like so many other leading citizens of San Francisco, he 


starts his day with The Chronicle. 
Thi rait of Mr. Swig is one of a seri D4 ° 
on nipac yr are building San Piehclace San Francisco Chronicle 


Represented by Sawyer Ferguson Walker 
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